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Rough Proofs 


So many advertisers are using 
humorous appeals that many a pub- 
lication can now be readily identified 
as a happy medium. 


vvy 


Advertising speakers who stumble 
over “voluminous” can comfort them- 
selves with the reflection that there 
are plenty of business orators who 
surrender completely to “statistics.” 


vvyv 


Strange to relate, the victory of 
“Happy” Chandler in his race for 
governor of Kentucky was not based 
on a platform guarantee to reduce 
the output of colonels. 


7 Vv ? 


Cuba advertises its cigars, New 
York State its milk and Florida its 
sunshine. But Kentucky remains 
discreetly silent on the subject of its 
synthetic colonels. 
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Queen Marie, according to Ted 
Husing, was not averse to collecting 
some advertising money while on her 
famous American tour. Is this sup- 
posed to be news? 


7, + ¥ 


There was a gain of nine billions 
in United States incomes during 1934. 
Do a little checking up and see if you 
got your share. 


* ¥ 


Four more soups are being intro- 
duced by Hormel. Soup advertising, 
even more than repeal, threatens to 
put America on a liquid diet. 


7, Ff 


G-E appliance salesmen rang up 
some new records in an all-night 
drive lately. This merely goes to 
show that salesmen, like firemen, 
should arrange to sleep with at least 
one eye open. 

* VT? 


In spite of all the ballyhoo for 
metal tubes, Philco has joined with 
Paris garters to suggest that in 1936 
no metal should touch you. 


7, F 


That 32 per cent increase in New 
York automobile show linage makes 
the trade prophets who have pre- 
dicted a 30 per cent increase in pro- 
duction for 1936 look pretty good. 


—. = 


“Pharmacists cry for this window- 
display,” headlines ApverTIsine AcE. 
But the reference is to Winthrop in- 
stead of Castoria. 


7 F ¥ 


In spite of the fact that over 100,- 
000 attended the agricultural world’s 
Series, the national corn-husking con- 
test, no one has yet risen to remark 
that this proves the country is funda- 
Mentally sound. 


vvgy 


The corn-husking contest will of 
course not attain its greatest develop- 
ment until the winner is given an op- 
portunity to indorse something. 
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Pity the poor association executive 
who still struggles along with the 
Plebeian title of secretary. 


Copy Cus. 


COPY CONCEIVED 
IN N.Y. RUNS IN 
S.F.IN 24 HOURS 


Arm & Hammer Acts Quickly 
in Poison Soda Scare 


San Francisco, Cal., Nov. 21.— 
This is the story of the special cam- 
paign of a national advertiser which 
was published in local newspapers 
in less than 24 hours after the copy 
was conceived in New York in re- 
sponse to an emergency. 

Local papers yesterday featured 
horror stories of several deaths and 
numerous serious illnesses traced 
directly to baking soda purchased 
from a San Francisco department 
store. The soda, unbranded and sold 
in bulk, had been salvaged from a 
damaged shipment refused by the 
consignee and sold at auction. 

The investigation by health au- 
thorities disclosed that the soda, 
containing arsenic trioxide, com- 
monly used as an insecticide and rat 
poison, had been on sale for weeks, 
and for fear some of the goods had 
been carried out of the city, West 
Coast newspapers featured promi- 
nent warnings against the use of 
bulk soda together with the news. 

Newspaper stories quoted Dr. J. 
C. Geiger, San Francisco City Health 
Officer, but did not include his ad- 
vice to the public to throw away any 
bulk soda they might have on hand 
and purchase a reliable brand in the 
original package. Newspaper ac- 
counts did emphasize the fact that 
the soda had been poured from dam- 
aged packages of a “nationally 
known brand” into barrels. 


Get Doctor’s Statement 


Local brokers for Church & 
Dwight Company, New York, manw 
facturer of Arm & Hammer baking 
soda, telephoned details of the sit- 
uation to the company’s main offices. 
Late yesterday afternoon the local 
representatives received a telephone 
call from Dorrance, Sullivan & Co., 
New York, agency for Church & 
Dwight Company, requesting that 
permission be secured from Dr. Gei- 
ger to quote him as follows in an 
advertisement: 

“There is no danger in the use of 
standard brands of soda when 
bought in the manufacturer’s orig- 
inal packages.” 

Shortly after the physician’s per- 
mission was secured and confirma- 
tion telephoned to New York, local 
affiliates of Typographic Service, 
Inc., and American Electrotyping 
Company received instructions from 
their New York offices to retain 
night crews to stand by for a rush 
job. 

At 10:30 p. m., PST, a 1,200-line 
text advertisement was transmitted 
by RCA radio photo from New York 
to the local office of Typographic 
Service, the time required for forward- 
ing being approximately 40 minutes. 

The advertisement was rushed into 
type and thence to the plant of 
American Electrotyping Company, 
where an electrotype was made in 
time for mats to be delivered to all 
local newspapers in time for the 
first editions this morning. The 
necessary cooperation from the 
newspapers was arranged by tele- 
phone calls made when it was de- 
cided to run the copy. 


Make 44 Papers 


Mats rushed air mail to nearby 
West Coast points arrived in time 
(Continued on Page 26, Col. 2) 


_ PEDIGREED REDHOT 
r— THE DIPLOMATIG— 


HOT BOG 


party, en route between Milwaukee and 
Chicago, accorded the humble frankfurter 
official recognition. They told the North 
Shore Line conductor that in all their 
travels they had yet to taste a real, dyed- 
in-the-mustard, American hot dog. 

A resourceful dining car steward proved 
that he was something of a diplomat him- 
self when, a short time later, the Ambas- 
sador entered the diner. There before him 
was a unique token of international good 
will—a platter of steaming hot dogs! 

This incident is one of a number of un- 
sural North Shore Line ‘white flag” sero- 
ices performed every day. It is taken 
from the new booklet “White Flags.” 
You may get a copy by writing, or asking, 


T. F. GNEVO 
Passenger Representative 
6th & Michigan . . . Marquette 3770 


— FLAGS % NORTH SHORE LINE~ 


Two-column advertisement for the North 
Shore Line which appeared in Milwau- 
kee Nov. 14, telling the remarkable tale 
of the fortunate hot dog which appeased 
the appetite of an ambassador. 


POSTER MEN 10 
WAGE TRAFFIC 
SAFETY DRIVE 


New Service Plan Adopted; 
Bell Named OAA Head 


New Orleans, La., Nov. 20.—Plans 
were approved yesterday by the Out- 
door Advertising Association of 
America, holding its 45th annual 
convention at the Hotel Roosevelt, 
for a national traffic safety cam- 
paign, to be carried on in coopera- 
tion with a national organization yet 
to be selected. 

While the industry has provided 
cooperation locally in a number of 

(Continued on Page 29, Col. 1) 


Camel Takes a Plunge 
Into Money-Back Fray 
With Dominant Space 


New Effort Follows Extension of Old Gold 
Campaign to 16 Markets 


$250,000 Drive 
Produces Record 


Picture Opening 


New York, Nov. 21.—Adroit plan- 
ning and use of probably the largest 
advertising campaign ever put be- 
hind a motion picture has given 
Metro-Goldwyn-Mayer’s $2,000,000 
“Mutiny on the Bounty” the biggest 
opening for any picture in many 
years, according to box office reports 
from leading cities throughout the 
country. The Capitol, New York, 
enjoyed the biggest opening since 
1926. 

The picture opened in approxi- 
mately 100 cities. Of these, reports 
from 46 cities received this week 
show that it has set an all time 
record for a talking picture. At the 
Capitol Theater, New York, the 
opening day was the biggest since 
1926 and the first week’s attendance 
was 200,000, which is approximately 
the house capacity. The picture is 
doing nearly as well the second 
week. The general belief is that the 
sheer weight of the advertising is 
responsible in great measure for this 
opening record. 

To achieve this success, Metro- 
Goldwyn-Mayer spent approximately 
$250,000 in advertising. The cam- 
paign was prepared by Donahue & 
Coe, Inc., under the direction of 
Howard Dietz, M-G-M’s advertising 
director. 

The picture opened in the leading 
cities on Nov. 8 The campaign 
started almost a month before. 
Monthly magazines appearing on 
stands and reaching home _ sub- 
scribers from Oct. 10 to 25 carried 
the initial pages on “Mutiny.” At 
that point, the story was carried to 

(Continued on Page 29, Col. 4) 


Last Minute News Flashes 


Inc. 


McCall Company. 


cessor, Robert E. Ward Company. 


Chicago & Alton Appoints Erwin, Wasey 


Chicago, Nov. 22.—Chicago & Alton Railroad has placed its advertis- 
ing account with Erwin, Wasey & Co., 


Randall Joins Blackman Advertising 


New York, Nov 22.—I. S. Randall, formerly institutional sales man- 
ager of Frosted Foods Sales Corporation and a sales executive of General 
Foods, has joined the merchandising division of Blackman Advertising, 


Chicago, the ‘latter announced today. 


Founder of “Redbook,” “Blue Book,” Is Dead 
Chicago, Nov. 22.—Louis Eckstein, who founded Consolidated Maga- 
zines, Inc., in 1904, to publish Redbook, Blue Book and Green Book, died 
here yesterday. In 1929, Mr. Eckstein sold Redbook and Blue Book to the 


R. S. McCormick, Veteran Space Salesman, Dead 
Chicago, Nov. 22.—Robert S. McCormick, 65, died in Ravenswood Hos- 
pital yesterday following an operation. He spent more than 25 years with 
the John W. Cullen Company, newspaper representative, and its prede- 


McGrain Heads “News” Ad Department 


Buffalo, N. Y., Nov. 22.—William V. McGrain, who came to the Buffalo 
Evening News eight years ago from the Baltimore Sun, has been named 
national advertising manager of the local daily. 


New York, Nov. 22.—R. J. Reyn- 
olds Tobacco Company this week be- 
came the second of the four major 
cigarette advertisers to adopt the 
use of money-back offers in national 
newspaper copy within five weeks, 
when 1600-line Camel advertisements 
broke in New York dailies offering 
dissatisfied consumers a refund of 
full purchase price, plus postage, for 
the return of the opened package, 
together with half of the original 
contents. Similar copy appeared in 
other cities today. 

The P. Lorillard Company, maker 
of Old Gold cigarettes, advertised a 
“double your money back, if it isn’t 
the finest cigarette you ever smeked” 
inducement to smokers in newspa- 
pers in Buffalo, N. Y., beginning the 
week of Oct. 14, as previously re- 
ported in ADVERTISING AGE. 

The advertising director of a 
Buffalo daily reported that the un- 
usual copy doubled Old Gold sales 
in the Buffalo area in the first ten 
days of the campaign. 


Campaign Extendéd 


Since that time Old Gold has ex- 
tended the campaign to newspapers 
in 16 cities and it is planned to 
expand it still further until the 
drive reaches all major markets. To 
make the competitive situation more 
exciting, Old Gold brought its offer 
to New York yesterday, using seven- 
column copy similar to that hereto- 
fore used in other cities. 

William Esty & Co., advertising 
agents for R. J. Reynolds Tobacco 
Company, asked newspaper repre- 
sentatives during the past month to 
report on progress of the Old Gold 
drive and the areas in which the 
copy is being run. 

The Old Gold offer reads: , 

“Twice Your Money Back! Buy a 
pack of Double-Mellow Old Golds at 
any cigarette counter. Smoke ten of 
the cigarettes. If you’re not con- 
vinced that it is the finest cigarette 
you ever smoked, just mail the wrap- 
per and the ten unsmoked cigarettes 
to: P. Lorillard Company, Inc., 119 
W. 40th St., New York City .. and 
we will send you twice the price you 
paid, plus postage.” The offer car- 
ries a specific expiration date. 

“Money-Back Invitation to Try 
Camels,” the Reynolds advertisement 
is headlined. “Smoke ten Camels. 
If you don’t find them the mildest, 
best-flavored cigarettes you ever 
smoked, return the package to us 
with the rest of the cigarettes in it 
at any time within a month of this 
date, and we will refund your full 
purchase price, plus postage.” 

Camels have pleased more people 
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than any other cigarette, the adver- 
tising continues. 

“And so we now issue this new 
‘try ten’ invitation in order that 
others can find out for themselves 
the difference Camel’s costlier to- 
baccos make in smoking pleasure,” 
Reynolds asserts. 

Explaining “why the offer can be 
made,” the advertising declares: 
“We know smokers like Camels, 
once they try the costlier tobaccos 
in Camels. Literally millions of peo- 
ple have changed to Camels and 
found new enjoyment ... new bene- 
fits. We want you to share their 
enthusiasm. Turn to Camels. Be one 
of the vast number who share in 
the enjoyment and appreciation of 
those finer, more expensive  to- 
baocos.” 


Cope Joins Agency; 
Carney Is Successor 


Donald Cope, recently western di- 
vision production manager of NBC, 
San Francisco, has resigned to join 
Benton & Bowles, New York. He is 
succeeded by Kenneth Carney, for- 
merly assistant manager. 


“Time” Takes Williams 

George W. Williams, Jr., formerly 
with Liberty and The American 
Weekly, has joined the advertising 
staff of Time, New York. 


Wichita Papers Show 
Ad Gains for October 


Through a typographical error, the 
newspaper linage figures printed in 
the Nov. 18 issue of ADVERTISING AGE 
indicated a loss of 178,017 lines for 
Wichita, Kan., papers, whereas these 


publications actually gained this 
number of lines over 1934. 
The comparative figures, which 


were printed correctly, showed a to- 
tal of 1,801,875 lines of advertising 
in this city during October, compared 
with 1,623,858 lines in the same 
month of last year. 


Scott-Telander Named 


Snap-On Tools, Inc., Kenosha, Wis., 
has appointed Scott-Telander, Inc., 
Milwaukee, for advertising of Snap- 
On wrenches and Blue Point tools. 
A trade campaign will be directed 
to the automotive service field. 


Names Emil Brisacher 


Emil Brisacher & Staff, San Fran- 
cisco, have been appointed to direct 
a campaign to be released immedi- 
ately for California-Western States 
— Insurance Company, San Fran- 
cisco. 


Newton Promoted 


Charles Newton has been appointed 
radio director of H. W. Kastor & 
Sons Advertising Company, Chicago. 
He succeeds Ed Aleshire, who re- 
cently joined Lord & Thomas. 


Booklet Tells Small 


Advertiser’s Problems 


Some of the problems of the small 
advertiser are discussed in a booklet, 
“How to Make a Small Advertising 
Appropriation Pay,” which has just 
been issued by Albert Frank-Guen- 
ther Law, Inc., New York. The book- 
let points out the importance of the 
economy factor in advertising, and 
points out perils to be sidestepped. 


Joseph Bulova Dies 

Joseph Bulova, president of Bulova 
Watch Company, died in New York 
Nov. 18. He was born in Czechoslo- 
vakia, where he learned the watch- 
making and goldsmith trades, and 
came to this country at the age of 
18. The watch company was estab- 
lished by Mr. Bulova soon after the 
civil war. 


Grathwohl Joins 
Fawcett; Office Moves 


Hollis W. Grathwohl, for the past 
four and a half years with the New 
York Herald Tribune, has joined the 
promotion department of Fawcett 
Publications, Inc. In addition to 
work on Fawcett Women’s Group cir- 
culation, Mr. Grathwohl will handle 
promotion of Fawcett Detective Unit 
and Modern Mechanix ¢ Inventions. 

This organization recently moved 
its general office from Minneapolis to 
Greenwich, Conn., continuing its ad- 
vertising headquarters in the Para- 
mount Building, New York. 


“I’m ahead of schedule, could you use a fourth?” 


Attert advertisers who give a big push to sales efforts through the 275,028* 
circulation of The Des Moines Register and Tribune are always ahead of sched- 
uled gains. Business is ace-high in lowa. A billion and a half dollar market 
plus 43% coverage at lowest milline rates in lowa is a winning hand that can't 


be beaten. 


*September, 1935, 6 months average. 
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CAMEL TAKES PLUNGE 
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IN MONEY-BACK FRAY 
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EVERYBODY’S TALKING...ABOUT CAMEL’S COSTLIER TOBACCOs! 
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CAMELS COSTLIER TOBACCOS mean so much to s0 
many people that we invite you to try them too—confident that they'll win you. 


TRY IO CAMELS NOW! 


(Money-Back rvitation 
to try Camels 


Smee 10 fregrant Camels. If you don't Gnd them the 
mildest, beet-lavored cigarettes you ever smohed, reture 
the package te we with the rest of the cigeretten in it 


READ OUR INVITATION 


COSTLIER TOBACCOS 


Vv Camels are made from finer, MORE 
EXPENSIVE TOBACCOS ~Turkish and 
@ Domestic — than any other popular brand 


Initial copy featuring a money-back offer for Camel cigarettes. 


SEES 1936 AS 
BOOM YEAR FOR 
AUTO PROMOTION 


New Orleans, La., Nov. 19.—There 
is a good chance that 1936 will be 
the biggest automobile advertising 
year in the history of the industry, 
Robert H. Crooker, vice-president of 
Campbell-Ewald Company, Detroit, 
in charge of Chevrolet advertising, 
told the Outdoor Advertising Asso- 
ciation of America here today. 

“Chevrolet will sell 1,000,000 cars 
this year,” said Mr. Crooker, “and 
Ford will sell an equal number. The 
third car in the low-priced classifi- 
cation will market over half a mil- 
lion for 1935, 


GM Plans Production Gain 


“General Motors has projected a 
substantial increase in production 
for 1936, and based on estimated 
sales it is evident that more cars 
may be sold next year than in any 
previous year, not even excepting 
1929. 

“Inasmuch as advertising appro- 
priations are made in proportion to 
sales volume, there is a strong pos- 
sibility that automotive advertising 
will touch a new high mark next 
year.” 

Mr. Crooker told the outdoor ad- 
that Chevrolet 
spends $1,500,000 a year in this me- 
dium, and has done so for the past 
12 years. He praised outdoor ad- 
vertising for giving advertisers a 
better break during the depression 
than any other medium. 

In discussing a resolution adopted 
recently by the American Automo- 
bile Association, opposing outdoor 


advertising on highways, Mr. Crook- 
er suggested that the industry make 
a point of reconciling differences 
with representatives of the public at 
once, instead of fighting opposition 
which has a reasonable basis. 

“Don’t try to win a case at the 
expense of losing a cause,” he 
warned. “Place your boards where 
they won’t be resented.” 

A weak point in the outdoor situ- 
ation emphasized by Mr. Crooker is 
lack of dealer contact by plant own- 
ers. He contrasted this with the 
constant attention to retailers pro- 
vided by newspapers and radio, 

He closed with the suggestion that 
outdoor advertising do more win- 
dow-dressing, and continue to make 
progress in cooperation with adver- 
tisers and advertising agencies. 


Vick Launches Immense 
Sampling Campaign 
Vick Chenaical Company, Greens- 
boro, N. C., is employing organized 
distributing companies in various 
parts of the country to deliver free 
to homes a_ package containing 
samples of Vick’s Vapo Rub, Vick’s 
Va-Tro-Nol, and Vick’s Cough Drops. 
During the time when Postal Order 
No. 6338 was in effect, enabling ad- 
vertisers to send printed matter and 
samples through the mails by merely 
addressing them to the householder, 
the Vick Company mailed millions 

of samples throughout the country. 
In Chicago alone, distribution of 
1,000,000 samples is being made. The 
work is in charge of Big 4 Adver- 
tising Carriers, assisted by super- 

visors from the Vick organization. 


General Shows New Tire 


At the annual sales convention of 
Zeneral Tire & Rubber Company, 
Akron, O., the company’s latest tire 
creation was shown and christened 
General “Dual 10.” In addition to 
new construction principles, the tire 
features a new “Multi-Vane” tread 
design. An extensive advertising 
campaign is planned. 


Metropolitan 


OMICS 


For complete family coverage— 
mother, dad, and the kids. 
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This is but one of many similar 
ae advertising result reports in our 
4 ~— files. See the reports that bear on 
41 the sales of your product. Write 
ae or telephone: Advertising Depart- 
ment, The New York Times, 229 
West 48rd St., New York, N. Y.— 
LAckawanna 4-1000. , 
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Publicize Tap Clause 


The Philadelphia Lager Beer Brew- 
ers’ Association, organization of nine 
brewers, used a single insertion of 11 
inches on four columns in each of 
the five Philadelphia newspapers re- 
cently, to publicize the requirement 
in Pennsylvania’s new beverage li- 
ecense law for labeling of spigots. 
Copy was placed through Sidney H. 
Weiler Advertising Agency, Phila- 
delphia. 


Shannon Elects Bradford 


William Bradford, formerly with 
Wico Electric Company, West 
Springfield, Mass., has been elected 
president and assistant general man- 
ager of J. L. Shannon Mfg, Com- 
pany, Springfield, maker of flash- 
lights, metal stampings, novelties 
and tool designs. 


To Push “Sunshine” Drink 


R. S. Lazenby, president of Liquid 
Sunshine Company, which is moving 
its plant from Miami, Fla., to Hous- 
ton, Tex., has announced that the 
company contemplates an extensive 
campaign in newspapers and other 
media to popularize Liquid Sunshine, 
a soft drink made from grapefruit. 
More than $250,000 has already been 
spent in the development of the 
product, and distribution has been 
established in various parts of the 
United States, as well as in several 
foreign countries. 


Starts Wooten Service 


Jack Wooten, former newspaper 
man, has established Wooten Adver- 
tising Service, Columbia, S. C. W. 
W. Reynolds has been appointed head 
of the agency’s art department. 


POOL PATENTS 
FOR CONCERTED 
SAFETY CHARGE 


Chicago, Nov. 21.—With public at- 
tention focused on the problem of 
halting automobile accidents, six 
leading manufacturers of tire chains 
have entered a patent pooling and 
licensing agreement which makes 
possible, for the first time, coopera- 
tive advertising of this safety fea- 
ture. 


Two-column space, running the full 
depth of 24 newspapers in 17 cities, 
sounded the beginning of the cam- 
paign this week. Above the display 
advertising was a reader notice con- 
taining some startling statements 
based on fact, such as “Autos Kill 
150 in Two Days.” 

Many newspapers are allowing this 
copy to run as provided by Reincke- 
Ellis-Younggreen & Finn, the agency 
in charge. Others are inserting the 
familiar ‘“Advt.” to apprise the 
reader that the statement is the ad- 
vertisers’ and not that of the news- 
paper. Wallace Meyer is the account 
executive. 

The display copy recounts the sig- 
nificance of bar-reinforcing, explain- 
ing that “the reinforcing bars are 
electrically welded to the cross 


good things— 


pianos... 


A 
Weak VI 


Out of 
the Shelves 


ty CHRISTMAS 


ALES across the counter! That’s the stuff 
to gladden the Old Man’s heart! 


You—who have a lot of first-class new Christ- 
mas merchandise that just can’t help making 
somebody happy—consider this: All customers 
fall into two groups: 


1—The alert and discriminating, those 
who usually buy the good things and only the 


perfume, jodhpurs, linen, glassware, honey, lip- 
sticks, a thing to measure temperature while 
cooking, trips south, cravats, razors, silk hose, 
hats, pocketbooks, soap, mustard, cigars, cheese, 
face cream, champagne, phonograph records, 
rum, motor cars, saddle soap, pipes, clocks, 
candy, stuff for keeping moths out, old-hunk 
jewelry, ash-trays, bathroom bottles, airplane 
luggage, skis, brandy, dinner plates, quintuplets 
(just dolls of course!), alive puppy, plum pudding, 


2—Hoi polloi, the indiscriminating many 
who buy the burnt leather sofa pillows— 


fringe portieres, flannel petticoats, antler hat- 


/ 


racks, guimpes, moustache cups, powder chamois, 
burnt wood ornaments, night caps, napkin rings, 
bicycle clips, buggy whips, hair nets, linen dust- 
ers for motorists, lingerie clasps, hair “rats,” 
antimacassars, flannel wristlets, high-top button 
shoes, Mah Jong tiles, kerosene lamps, miniature 


golf sets, knee pads. 


How to sell your good and good-looking things 
for this Christmas? Sell the first group this 
Christmas! Sell 127,000 of the best of them 


through The New Yorker. 


There are three pre-Christmas issues—December 
7, 14 and 21. Three chances to sell your best 
merchandise before Christmas. 
Readers of The New Yorker are astonishingly 
habituated to buying Christmas merchandise 


out of its alluring pages. 


P.S. The December 7 issue closes November 25. 


THE 


NEW YORKER 


25 WEST 45th STREET 


SELLS THE PEOPLE OTHER PEOPLE COPY 


AD AND READER 


WORST MASSACRE IN HISTORY 


No more blood-curdling tale has ever | in accidents this year. That means | 
been written than the horrible toll of | out of every 16 cars. 
automobile accidents in the United « it 
States. In 1954 36,000 were killed and | Marked, That means one person out of 
954,000 injured. Latest reports on | “"EtY > oe. ~ 
accidents in 1935 indicate 40,000 dead | individual motorist todrive more 
and over 1,000,000 injured Ot Ameri 
__About 1,500,000 cars will be involved | become a curse instead of a plese ng. 


- STOP — 
SAFE! 


Tests Prove 


BAR-REINFORCED 
Tire Chains are SAFER! 


Percentage of Distance Required to Stop 
with BAR-REINFORCED Chains on Rear Wheels 


ati 


Upper portion of a typical two-column 

newspaper advertisement for the tire 

chain manufacturers. Each advertise- 

ment begins with what appears to be a 
brief reading notice. 


chains, offering twice the thickness 
of steel to wear through before the 
links break and giving twice the 
traction for starting, stopping and 
prevention of skids.” 


Participating Companies 


The participating manufacturers 
are McKay Company, Pittsburgh; 
Chain Products Company, Cleveland; 
Pyrene Mfg. Company, Newark; Do- 
minion Chain Company, Niagara 
Falls, Ont.; Pyrene Mfg. Company 
of Canada, Toronto, and American 
Chain Company, of Bridgeport. 

Five or more insertions will be 
used in the following newspapers: 
Des Moines Register and Tribune; 
Chicago Tribune and Herald ¢ Exam- 
iner; Boston Post and Herald 
Traveler; Detroit Free Press; Minne- 
apolis Journal and Tribune; Kansas 
City Star and Times; St. Louis 
Globe-Democrat; Omaha World-Her- 
ald; New York Times, Herald Trib- 
une, World-Telegram and Sun; Syra- 
cuse Post-Standard; Cleveland Plain 
Dealer; Toledo Blade; Philadelphia 
Inquirer and Record; Pittsburgh 
Post-Gazette; Providence Bulletin, 
and Milwaukee Journal. 

Trade support will be sought 
through a consistent campaign in 
Motor, Automobile Trade Journal, 
Automotive Merchandising, Super 
Service Station, Jobber Topics, Gaso- 
line Retailer, Commercial Car Jour- 
nal, and Bus Transportation, 


Department Store Is 


Cavalier Coal Outlet 

A new type of outlet for its Cava- 
lier coal is being tried by Consolida- 
tion Coal Company, Cincinnati, which 
is soliciting orders through H. Roll- 
man Sons Company, local department 
store. 

Advertising being used is a six- 
page broadside which adds to its sell- 
ing copy a request that the prospect 
place his order with Rollman’s and 
charge it to his account at the store. 


ere® 595,503 active 
ch sportsmen who read 

Hunting & Fishing and 
National Sportsman are such a 
responsive group. When you 
add up cover-to-cover interest 
and better-than-average buying 
power you’re bound to get good 
response. 


NATIONAL SPORTSMAN 
HUNTING & FISHING 


Boston New York San Francisco 
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The FARMER-STOCKMAN 


November 25, 1935 ADVERTISING AGE 


On the uP and uP 
and only one farm 


paper to do the selling 
joo for you . « « « 


Oklahoma and North Texas farmers are looking back upon a 
year of mighty favorable crop production. Both cash and feed 
crops are well above 1934 yields and prices are more favorable 


than at any time since 1932. 


Sales on commodities needed on the farm are going along in 
the same proportion in this area. During the past three months 
there has been an unprecedented demand for farm radios, wind- 
chargers, oil-burning refrigerators and washing machines. 
Tractors and farm implements are moving at a record rate for 
this season. New 1936 model automobiles are being driven 
farmward from dealers’ showrooms in the rural buying centers. 
And it is worthy of note that the best selling items are those re- 


quiring a large expenditure of money. 


To borrow a phrase from Robert Ripley, believe it or not the 
fastest selling commodities in the rural sections of Oklahoma 
and North Texas today are those advertised to these farm fam- 
ilies in The Farmer-Stockman. The reason is obvious—because 
The Farmer-Stockman, published in the heart of this area and 
devoted to the farming problems of these farm folk, is in many 
cases the only farm paper they read and in all cases is the fav- 


ored periodical on their list. 


OKLAHOMA CITY, OKLA. 


Now More Than 225,000 Circulation 
Covering Oklahoma and North Texas 


35 ne AR eA a NN A ine nr en RnR a A A NEU SS 
Qe ————————EEEEEIE~—___—_————_ 
aT 5 ae ae 
van’ 
ai ee : ye : aa ; 
—— aut ht i Gx f j 4 
- geet 6, g 4 : “ ~ iia ‘ A ae # hug ? 
at -_ Poe. ‘ eee “ : 3 \ ‘ "4 z i + 
* wee : + ; : J : “ 
wi eee * gr sy : : ' ; {4 : : ill 
the > # oe s ‘le ‘ ’ p 4) 4. -, - i a ‘ _~ 
= See t ; / a fs ; p : 7 
— 7 % . ‘3 
- . & os 2. t A. ‘ a 
4 Bs nil ooo tg age i . i i 
er ay of J » eo > Ae a ee ot M pir, ” 1 Y) & 4 
fs * ea ge nd » e: z sant “1 A 4 rm & 5 J of q 7 
* ; ; ’ : men on a pent , ’ 4 ; ae 4 
‘ ; ; pe eee ee nA , 4 eh ‘ \ . ry 4 ‘ ; 
% ue ’ i es ig F » _ 5 GW h o a, ed a sp Al Dats htt pe pe my A a ae iz a ae . te fi ~ ¢ : d ; ¢ ha * Be 
1 : ; fe os a) i it ene ¥ cagicher” 5 cake ee. ‘e¥ ee ‘ ; . ' a . * 
~~ —@ ee F Se eee ae a a ngalt meee ee. vx: glans * c* oman od rm _- : ae wv, d é é Vda, y 4 
if sie ne eee eae arty ng ies lobe Neh Fe ee oe —. = * ND as gi ne a Say ee oe 
ee te ake es See ae ty Le te Cre ee ha. eaten BEM Ne ae 7 *.) Wee eS SM F 2 ee wa @ nn a fod 
a ae cr SS ee eee A ‘ ge eae ee ght ies : % Ag Fee y id 4 Lay idee oh he ¥ vp A A : 2 ° 
MS. Sn, Ben RI eee ee |. atte: Pe oie ie = —=—|l’ al a & AP 
Sgr. a ge «ws as ea - Pi Be” Soe, 4 a eg 7 ae Bar % yg See : Ea Ce iin. ‘s fe fi, nadia : 
ER RE gels ate: el , i" wie Nees he FT he ee oe ge! aN 
a ree ee a ge IE aes oy art ty RRA? gy Peers a, a’ We Ball be ee gh & pe oy ; r4 NT oe * c 
=  - st —— : eS “s et % 3 ge Sea gal ces ne ae he ot a ca ‘ ts i a par ee o~ : Rs eed re ‘s ied 4 ' 9 ] —% aes? ey ice a Z oes 
Be ie te a a AS «ER ee ere mu: SAY BY: a 
Ts «iter » 25 lie ne! Pa OE ee Ps Sete eh 2a a PERRY? BN ok es 
iin >, ee m' : eeies WI Mes ie Fs SR | "i te ee ea . hi ® an 4. ORO ea pe ; oe pe Rk _ 2 us + >, oes; wey se eit ory 
a ee ke cia ed Se es pe ee ee ee ae ‘ > ss ‘f eer oa AS | ee * 8 Oe © “ee oe hoe ae Be oak as 
Bees Peg yo ae eet ie 4 '’ el ee , &, is? Poe = Mel a a A o Pa ' a ¥ “4 . : re Fo * Ms aS) bt yan ee Sit <A = ? " ie Hae: fg Eas 7 = g so ie ‘ boats) 
/ . Pte oC ) ‘ : ES, - ‘ a cor < ee ; . oe « , at 
. ft i ae ees ca x 4 Lae ea ‘ — a es as en 8 en oO Rane: = mit ba ee bat = 4 ha a: eg : ; A. is oe 
Ee Korat me °,.. AN) ee | eae cee 
ras Ber ey ; te. bk da Sees NO A, GS a , + ND 2 dete. ate Tg ies a 
mn ap 4 Lee oy SS Oe oe eee = bw oe Ce Be ene 3s 
me a gt ee ? tes ; ee eee . | a ie Dar: 
tire ree a s ~~ q ie * he ye ee ony oy Smeg : rer 
~~ me ete ' ‘ : : Sn ee ia wi 3% ueee es tht F ati et 
PE tan, 4 t . See Thies ; " . Z 
' ‘ : : ‘4 y —— ir 
—_ : ee ltg er 
es Bacto pe reps le 
the A oO : ee 
and “t : 
rers tas be 0 cai yp iF eg iis, Ke Ses : : Ss) ne ae 
, ‘ +4 _— : ¥ Breen: “a. aad Be es te cee ww We eh. ¢ er. +s ¥ % pene ee 
‘oh: it 3 ee Ot 2 ES: eee Nae ee cama e's MIN, Te ee 4 ee Nise 
gh; nes — ~ es | em ee yO FR cae ee 
nd: Ah? =. Sea wet as fs : Sat iat ¢. BK ag, hie i a 
> " i A ‘ Mi ~~ ae a i: as i a ah ae fas hae $k; ; (adh ¥, ' ax] 2 oa ib des ie 
 * “a ey Fey es APS tn eg BES : : 
_ \ PS a, re ete i Met at 34, 
ara Des @mek Se : 
: ’ SL pe ~ wl : Do Smita 4 , = 
any i Cl ey Oe Sy ee ~ Ney eat ‘ 
jenn 7 (ae » ee Visi ‘ ss | peg | Fe fat ~—, ; Ay ey > +s 4 7 
' 4 ed ¢ - ye * | hy 5a a . ‘ a a i < - 
'™ fg hay: wr Mg ite On i ee rl Oe | phosvieieas 
° Prt“ / - ) ea ial an Net ge, wee Ee , artery ¢ ay? erage 
ers: yA < 5 ee ge ase ge er ae i a” ~ tg ashe 
une ; tas a tov Sits, “ny, Or < ay La , — eee ane 
, i % . he ie ae i ‘ 4, C - ~ 4 $ . 
ram, ol a CO , % <a 
: P rf ‘i 4 ‘ E Py 5 ane att b bs LA ’ 4 ‘ 
tid- ~ . 4 \ 5 i} + Lh ye! J ' ‘ 4 °F ia 5 
nne- j ae - ae! aA Ys 9 yee te 
nsas : ™ rt * sein ge 
ouis je. \ ens Fogg Grants 
Her- aie rig te oe 
’ * fj *, ‘ 54 
rrib- ee , os 
yra A Sa renee 
. 3 “ A : : San eae 
lain on : 2 Nase pat ie 
phia ie ‘ Pes Crees 
urgh at coe Urea 
etin, “ zs i 
nitrides Beane Ne : ~ . ; mae 
Be *. tk: x wc <j ee re, Qo se Ly © *» "hag ‘ % oe ne 
u ht » Bare ee deat ae Leis gy i e." Be Se } et a 
5-4 ee. * te he We ge Es ng 2s > 3 ye “. - eae wT | 
i ated Ea RAs BEE Sas SS pied ESS EF OY DR ee =a 
1 n aS Pe ee an os 8 imp. - » PaaS 4 £ * Ps, mide OD Se ee 
rn 1 - eg %, poe hee =: ee fe yt HI AN: max bey: Aes Hes 
a. 7 4 . ' ? ¥¢ wa a hie P ae bs Hae a ™ va a *s r os 
u er Re. . es, OS . ne ee > Re ee $e a4 2 ‘ 
Dp . ° ¥ ne * S > ie _ ” ay : ral 
Sa BONS 4 ae ad ae J “ig ota? Pie inc 
7a80- Sal , 5 es * : ee aoe Fa” a 
oem Ay { e a =f % a +, ut 8 ay " Si te € ical A: Mt fee 7 ae a 
=f SR Sal ae Bp. Pere he 43 os Ewe) Ce i yk 
Sa. ace Or , ine 3 oe : Asian fs o ; 
+ Be at tae S + ere “, s* 
, gt ARSE Oe, “g id Pe hee ‘ 
tl t ihe Se ant * ae b, ~ py 
e ee eae oa: 2% * ee me” he s gare. Be ie 
Java: * AE ets Sos Me “tha? Pd Py. vas * ‘ ¢ 
lida- “ieet ee mi > : \ ; 
ratee a * i I poe. se % y 
— >” Nes | we ge ae a . 
0 ek oe ee aL Oe, awe ® ? j a 
ment rome WF Sic » Gow ee . $ % bd 
os hea is 7 7 F fs 
a ‘ EF ie sictes ad joe 7 lb, F . ¥ ‘ 
six. eee ee mil 
ee oS i e * 7. z 
| sell- Rae Sarre ee Te . 
t Ligh, toe ar, Ao ®. ue . 4 ns 
spec stage SPT ee hy yO eae” ate oa ogtie® a: &, , 
and RS tele ak” ge ae tes a 
store. rs ee ee ue. > a . 
e.. : 8 ef (29S Ss OO ee 5 
—== wet pele it NL a = oy ’ 
adi Po, eee Gl - : sa Ri gst 
ype eo SE omg tee ing: Se 
ee i ene ae “ Sua Pegs, 5 
te Re : 
“ee SRS cae ee Ree Sou See eee | : 
Ty) Gone Rae smal ne i 
E eo *- Sie : Seats ae hoe Te oh eRe 
* . ’ « * : 
rt ® * 
ics " Pree e birt a, Se se li 8 5 . ; oO 
Poh a a é 
a5 aoe ‘86 : : 
he © P a A : : 
- a? 
ve _ 3 “ ee WES Sa : 
“a —_ S39 
ad ae 5 aad | 
nd ee ER = : ae 
a ; . a x ay tet in ~ 
: Pky eee oe 7 Das : oS ae > 
ee 5 pe Se ‘ ™ . i . E 
on F i - Te & i Nina x re “ } : ¥ 
[pa ; « wot ~~" cas “ _ a : : 
ng by pore. © ry Rag 4 ~ 
od he . acs . . — ey : a iy aoe, ie g n 
_—* 2at Jo _ =e 2u 
| LS Pee Palos SNe 
TR ee. .- “ - as. - 
|AN Wn ee Lp + Pe) mt 
ee 3 a> teat; (gOS 
f e Be “ 
. + ¥ 
he py po — wo = 
cisco =. . _ in, Ke ) 4 
. — } Z ” ‘ f Fal 
~~ Re x ‘= >. ” es ie £ 6 . 3 , J }* 
- ee a . 2 = ¥) — 3 ’ 4 y + : 
‘ela ne se ma ee Sale Re N80, i ok ae eae Bpe ‘ : 
i ca Bi Sig Cem eR S00? (ies eb Bee Sys eee esc) |< nese a eee oy tS Ree gales jo NR heen ghd ee ees seckie Me eek Cy” ¢ . : : 
ue > ES eee SSE me SR CE Ap ER a eee a heey ee ao a a 
7 RG online 57S" aa EE EE ES ES a Te ieee ah 
Ea arse Sf oS Ott ena ee Pes a Tees a ates oO es St he ae ae: f Siifin e pemare doe be pak oh ii) ee ee epee ne es Seas eet ete gt a Sages: reas a pact Sm De ane ae ol) ae iia © Setierere ln aS tel 
Pe ae ee eg a eae, Tema onl, Malu i eae tet ose : ; hae peeve ga Toc ase Me rn er ay Me ol Sa aS: ie) oa ee re Maa, 2, See ee: sa eaayig: Sper and” SGM oe eats gis 
55) ip eR eS OAS Nene [Ste ed oe ee crs ise: caareel paar oF MER BV 0: Pray RE Sie re nc et Reet aie Dati 2c, alii wy, igiib ca asia aM aa eee eee ta 
SURE epee ee et ee Be Meek cop Loo 2 ald ae gece ig a oe Were 2 Saas ee Se On ee ee ae NS See ne 
Mien, wh 1 Te she pe Mh. ie, 3d AMY tee ae, ile) oe ta TS cg UR et arse ® ee ee eT aE per sea a oe A UR Medea de, a: ae Oe aeRO, «Sei eae) rca as Bay «8 i Marais Sup toe tee ina ei at ae ‘ mee eer ee igs ie: ha Rg: Sear mee =, er ee nat Mi et 
Sy i AGEL ig Mine. ght) stash, aa Ee tee aot) oc eee Cain mn Per os oe ae Lee Bo, area Oe He BI nls ho teat i Pepe in TNT eas es eee ag ee ee) ee SC as 
~: Se NS, dh RAN I, eS ho rie i i ee eatin GAPE, mace 5) a ae ine aa eben oes iar iuakeies hi ener oe pen 2 8 ceveee iti is aaa = Page ieee, eee se Woe vat a 6 
Rie eed oe Tet er ghee aoe we ge aR Mg es Sas r Bos go ae sagan) Eon Ria ely 
h Sees ee RET Se Et ee 


6 


ADVERTISING AGE 


November 25, 1935 


TARIFF CHANGES 
BEAR DIRECTLY 
ON ADVERTISING 


Canada Wipes Out Duty on 
American Magazines 


Washington, D. C., Nov. 19.—Tar- 
iff concessions by Canada, in the new 
reciprocal trade treaty between the 
United States and Canada, contain 
many provisions which have direct 
bearing upon American newspapers, 
magazines, and advertising in gen- 
eral, 

Canada reduced duty rates on 767 
American products, wiping out the 
duty, ranging in some cases to 15 
cents, on American magazines, among 
other changes. In return, the United 
States agreed to keep Canada’s three 
largest export items, newsprint, wood 
pulp, and pulp wood, on the free list. 
The most important concession by 
this country was a reduction in duty 
on cattle, dairy cows, cream, cheddar 


cheese, and fish. 

Abolition of the duty on American 
magazines will widen their circula- 
tion in Canada to a considerable ex- 
tent, it is believed, thereby having 
the effect of broadening the Canadian 
market for American advertisers. In 
addition, the sharp reductions in 
tariffs on American automobiles, re- 
frigerators, sewing machines, and 
other products, will spread the de- 
mand for these goods in Canada. 

The duty of five cents, formerly 
levied by Canada on American maga- 
zines, unbound, agricultural, tech- 
nical, etc., with over 30 per cent ad- 
vertising space, has been abolished. 
On these magazines, with 20-30 per 
cent advertising space, the duty of 
two cents has also been wiped out. 


Other Duties Lowered 


Formerly Canada placed a duty of 
25 per cent on newspapers, partly 
printed, for publication in that coun- 
try. This tariff has been cut to 22% 
per cent. 

The duty of 15 cents per pound, 
formerly placed on American adver- 
tising and printed matter, has been 
reduced to 12% cents. Photos, paint- 
ings, pictures, maps, etc., not other- 
wise provided for in Canadian tariff 
schedules, will be admitted to that 
country with a duty of 20% per cent, 
instead of 221, per cent. 


Newsprinting paper, etc., under 


214 cents per pound, which formerly 
carried a duty of 15 per cent, will 
now be admitted to Canada free. 

Slight reductions have been made 
in tariffs on paper of all kinds, not 
otherwise provided for in Canadian 
tariff schedules; wrapping paper, un- 
coated, ete., and containers of fibre- 
board. 

The Canadian duty on American 
printing ink, formerly 25 per cent, 
is 17% per cent, under the new 
agreement. 

Canada reduced the tariff on cer- 
tain miscellaneous machinery for the 
printing industry from ten to five 
rer cent, and on offset and litho 
presses, printing presses, etc., not 
otherwise provided for in Canadian 
tariff schedules, from 15 per cent to 
ten per cent. 


Pernod Created Phote 
for Chesterfield Poster 


Through error, the committee in 
charge of the sixth annual exhibit 
of outdoor advertising art, held in 
Chicago recently, gave credit to the 
wrong organization for the produc- 
tion of the color photograph used in 
the “grandma” poster for Chester- 
field, which was given an honorable 
mention. 

This photograph was the work of 
Gustave G. Pernod, New York, Mr. 
Pernod has informed ADVERTISING 
AGE. 
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oi Times-Star adds another plus to its already 
high value to the national advertiser. The total net 
paid average daily circulation for six months end- 
ing September 30, 1935 is 169,816—a gain of 7,466 
over the same period of 1934. The Times-Star’s 
City and Suburban Circulation is the largest of 
any Cincinnati newspaper. 
The Times-Star’s only minus (a plus to you) is 
a reduction in milline rate to $1.77. This is one of 
the lowest of all evening newspaper milline rates in 
the United States—and by far the lowest of any 
newspaper in Cincinnati. 


CINCINNATI <seesseeyess-TIMES-STAR 


Hulbert Taft, President and Editor-in-Chief 


NEW YORK CHICAGO 
Martin L. Marsh, 60 E. 42nd Street Kellogg M. Patterson, 333 N. Michigan 


PUBLISHERS ARE 
HAPPY OVER NEW 
CANADIAN TREATY 


But Go Slowly Pending Its 
Final Ratification 


New York, Nov. 21.—While adver- 
tisers and publishers generally are 
pleased with the new trade treaty 
with Canada, they will postpone cele- 
bration until the new tariffs are defi- 
nitely fixed and ratified by the Can- 
adian parliament, and then most of 
them will proceed with caution. 

There is some doubt as to whether 
the schedules agreed upon by the au- 
thors of the treaty will be ratified and 
more uncertainty as to the perma- 
nence of the initial tariffs. Depend- 
ing partly on the character of the 
product, American manufacturers 
will need to study the situation for 
some time before being able with as- 
surance to project sales plans for the 
Canadian market, it was said here. 

One indication of the experimental 
nature of the treaty lies in the fact 
there is a lack of advice from both 
governments on specific questions 
from businesses in both countries. 
The queries from American manu- 
facturers conducting branch plant 
operations in Canada, involving 
$500,000,000 in capital investment, 
were especially numerous, and the 
fact that no general word for their 
guidance emanated from Washington 
was not reassuring. 

Magazine publishers said they 
would be pleased if the excessive 
duty placed on periodicals in Sep- 
tember, 1931, was removed, as or- 
dered by the trade treaty agreement. 
However, there was doubt in several 
quarters that this item of the sched- 
ule would be ratified without revi- 
sion by the Canadian parliament. 


Present Duty High 


Prior to 1931 American periodicals 
were admitted free of duty. The cur- 
rent duty is based on a semi-arbi- 
trary classification, by which Amer- 
ican publications are classified as 
desirable and undesirable. The duty 
on desirable publications containing 
less than 30 per cent advertising is 
two cents a copy. Where the adver- 
tising volume is over 30 per eent 
the duty is five cents. Magazines 
classed as undesirable pay 15 cents. 

The present Canadian tariff pro- 
vides a duty of 15 cents a pound, 
or 35 per cent ad valorem, on print- 
ed advertising matter. This is re- 
duced by the proposed tariff to a 
straight 12% cents a pound. 

Some indication of the Canadian 
market for American products, in- 
cluding periodicals, is afforded by 
the fact that the population, in 1931, 
was 10,376,786, of which number ap- 
proximately 3,000,000 were of French 
extraction. The latter group includes 


the population of French-speaking 
communities. 

Canadian importation of books 
and printed matter in 1929 from the 
United States had the value of 
$11,971,842. In 1933, owing chiefly 
to the excessive tariff on magazines, 
imports in this classification had 
dropped to $4,575,019. 

The most optimistic groups con- 
tacted with respect to the new trade 
treaty were importers of bonded 
whisky and exporters of machinery 
for agricultural and industrial uses. 
There is assurance that the conces- 
sion made by the United States on 
whisky will be permanent and that 
the drastic downward revision on 
machinery in the proposed Canadian 
schedule will be ratified. 


Much Whisky Copy Seen 


If the saving in whisky duty, 
amounting to 50 cents a fifth, is 
passed along to the consumer, the 
retail price of the average imported 
bonded whisky will be reduced from 
15 to 18 per cent. A number of cam- 
paigns featuring the new value are 
in preparation, and it is anticipated 
that considerable copy on the sub- 
ject will be published in advance of 
Jan. 1, 1936, when the tariff is ef- 
fective. 

Advertisers of a great variety of 
industrial machinery and supplies 
are rushing plans to greet Canadian 
consumers, or to deliver messages 
of new values, in industrial publica- 
tions, as it is considered certain that 
the removal of the duty, which has 
heretofore limited circulation of 
class publications in Canada, will be 
upheld. 

Mention in newspaper reports of 
the binding of Canadian newsprint, 
paper and wood pulp to the Ameri- 
can free list led some American ad- 
vertisers to believe they could ex- 
pect a reduction in space rates and 
direct mail costs. 

This is not the case, as these 
products have been on the free list 
since 1913. The current price of 
newsprint delivered to New York 
and Chicago areas is $40 a ton. This 
price, in effect two years, will be 
increased $1 next year. 


Extend Pure Oil 
Bldg. Art Show 


The exhibition of advertising and 
graphic arts by tenants of the Pure 
Oil Building, Chicago, which opened 
last week, will be continued this 
week, it has been decided. Compa- 
nies cooperating in the show include: 

Herbert Bielefield Studios; Goes 
Lithographing Company; Stanley 
Lazarus; Frederic Mizen; Walter H. 
Ohlson; Walter Oschmann; Joseph 
Sewell; Carl I. Sachs; Stemar Dis- 
plays; The Rotarian; West Virginia 
Pulp & Paper Company; and the Pure 
Oil Building. 


Stewart-Warner 


Divides Account 


Stewart - Warner - Alemite Corpora- 
tion, Chicago, has appointed Hays 
MacFarland & Co., Chicago, fer ad- 
vertising of the radio and refrigera- 
tion divisions of the company. 

Blackett -Sample-Hummert, Inc., 
will continue to handle the Alemite 
and automobile accessory divisions. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
bound Sth edition of ‘‘ Reserve Illustrations."’ Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


F af UNDERWOOD & UNDERWOOD 


NEW YORK CHICAGO DETROIT 


A MARKET OF 22,000,000 


According to the most reliable statistics the Catholics of 
America represent over twenty million buyers with an annual 
spending power of twelve billion dollars. 

St. Anthony Messenger with over 140,000 full paid sub- 
scriptions is one of the most popular and most widely dis- 
tributed Catholic magazines in the country. Its reader in- 
terest is proven thousands of times each month. 

Do not neglect this market longer. Order space in 

ST. ANTHONY MESSENGER 
The Popular Catholic Monthly 


1615 Republic St., Cincinnati, Ohio 
The ''Messenger'' will deliver your message. 
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snl Creal 
073,078 45 


2,100,000 
2,050,000 
2,000,000 
1,950 ,000 
1,900,000 
1,850,000 


*k Advertisers And Agencies 1 800,000 


May Easily Verify These 
Figures By Referring To 1,750,000 


A.B.C. Interim Statement | 1,700,000  (1723,071) 


A 373,000 BONUS FOR ADVERTISERS 
WHO PROTECTED AT OUR OLD RATES 


HECK these figures and decide for yourself 
why advertisers choose Fawcett Women’s 
Group when selling to the tremendous “20-to-30” 
women’s market. For Fawcett Women’s Group 
is not only first in net paid ABC circulation—but 
definitely the first in value for the money. Guar- 
anteed cost per page per thousand is only $1.70. 


Already 
73,000 Ahead 
of New 2-Million 
Guarantee, Effective 
With September 
/ssues 


(1972, 


te 
#7 (1,888,625) 


And for proof of how this Group sells this 
most responsive market, just see the new survey 
which is now being completed. The first section, 
devoted to foods, will be out December 15th. Put 
a note on your calendar to send for a copy of it; 
this section and the ones which will follow 
immediately are gold-mines of selling facts for 
advertisers and agencies. 


"Fawcett Women’s Group 


Fawcett Publications, Inc. 
New York: 1501 Broadway Chicago: 360 N. Michigan Ave. Greenwich, Conn.: Fawcett Bldg. 
Los Angeles: "536 South Hill St. San Francisco: #014 Russ Building 
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DAWSON ADVISES 
STRONG DEFENSE 
OF ADVERTISING 


New Orleans, La., Nov. 19.—All ad- 
vertising interests were called on to- 
day by Joe M. Dawson, vice-president 
of Tracy-Locke-Dawson, Inc., New 
York, to oppose attacks on advertis- 
ing emanating from Tugwell, Wal- 
lace and other new dealers at Wash- 
ington. 

“These attacks on advertising, in 


my opinion, represent one of the 
most serious things all advertising is 
facing today,” he declared. 

“I am not interested in politics, 
per se. But I think you will agree 
that any man who is engaged in the 
advertising business who has an op- 
portunity to discuss the new-deal ad- 
vertising philosophy with his fellows 
and hasn’t the guts to do it is not 
worthy of the business in which he 
is engaged. 


Cites Tugwell Book 


“Material on this subject—books, 
pamphlets, articles—is voluminous. 
In one of Dr. Tugwell’s books he 
quotes an estimate by the self-styled 
economist, Stuart Chase, to the effect 
that there are 600,000 people engaged 
in advertising. The eminent Dr. Tug- 


well says that one-tenth of this num- 
ber would be sufficient to ‘spread use- 
ful information,’ and the remaining 
540,000 should be shifted to more pro- 
ductive occupations. 

“They say advertising is an eco- 
nomic waste—that all it does is to 
shift business from one manufacturer 
to another. They say it makes people 
want things they should not have, or 
that they could get along without. 
And that is the only thing I agree 
with them on. It does make people 
want things. 

“Advertising made me, a dirty- 
faced, uneducated country boy, want 
to amount to something, and I did. 
It makes my wife want fur coats, 
automobiles, new furniture, cosmet- 
ics, and the Lord knows what else. 
And because she wants them, I work 


my head off to get them for her, and 
because I get them for her, I help 
operate business that supports sev- 
eral hundred people. 


Plays Important Part 


“And manufacturers in turn are 
operating plants with payrolls every 
Saturday night to supply them and 
millions of others with necessities 
and luxuries. Advertising is playing 
an important part in that whirling 
cycle that spells happiness and in- 
dustry and life—yes, that more 
abundant life, provided the individual 
has the incentive and the courag: 
and the ability to provide his own 
abundance. 

“Now, you may think that these at 
tacks on advertising by men high in 
the confidence of our present admin- 
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The Chilton Investigation proved con- 
clusively that 85% of the buying power 
of the wholesale and retail branches of 
the Automotive Industry can be reached 
with precision and economy through the 
pages of AUTOMOBILE TRADE JOURNAL, 
MOTOR WORLD WHOLESALE and MOTOR AGE. 
The other 15% follow the leaders. 
Ask for the FACTS! 


AUTOMOBILE 
TRADE JOURNAL 


is a specialized modern business publication, 
edited exclusively for the automobile dealer. 


MOTOR 


WHOLESALE 


is a business paper, edited exclusively for 
automotive jobbers and salesmen. 


is a practical shop and business. paper, edited 
exclusively for the independent automotive 
maintenance man. 


NEW YORE 


Published by 


CHILTON COMPANY, chestnut & 56th Sts., PHILADELPHIA, PA. 


* CHICAGO - 
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* CLEVELAND - 


SAN FRANCISCO 


istration don’t amount to anything, 
You may say that it is just one of 
those things that they are yelping 
about to hear themselves yelp. Well, 
let me tell you, it is a darn sight 
more serious than you think it is. 

“If you and I and every other man 
in this country who wants to call 
his soul his own does not bestir him- 
self, we are going to wake up some 
morning and find our businesses so 
hampered and restricted, supervised, 
regulated and regimented, that we 
won't be able to recognize this thing 
called advertising, which we once 
looked upon not only as an honorable 
business and profession, but as some- 
thing that really was and is largely 
responsible for this country of ours 
being the greatest nation in the 
world.” 


Tells Bureau’s Work 


In discussing the technical prob- 
lems of outdoor advertising, Mr. 
Dawson said that rate increases are 
acceptable to advertisers provided 
they can be justified. He told how 
the investigations of the National 
Outdoor Advertising Bureau, reported 
in ADVERTISING AGE of Nov. 11, have 
demonstrated increased circulations 
and better locations to justify unit 
rate increases. } 

Mr. Dawson assured the outd 
interests that they have the cleanest 
medium in existence, and suggested 
that this is one of their sales argu- 
ments which have not been suffici- 
ently stressed. 

“I have yet to see a poster,” he 
explained, “which asks the reader, 
‘Do you smell’? The nearest thing to 
that was a recent gasoline poster, 
showing a passenger on a bus lean- 
ing forward and saying to the driver, 
‘Be sure to stop at the next Socony- 
Vacuum filling station.’ But that was 
humorous, and gave the public a 
laugh.” 

The speaker said that many of the 
attacks on outdoor advertising are 
based on a misunderstanding of the 
medium, and that the organized in- 
dustry is blamed for a lot of the 
roadside hodge-podge for which it is 
not responsible. 


Bauer & Black to 
Appoint New Agency 


Joint announcement has been made 
by Bauer & Black and Needham, 
Louis and Brorby, Inc., Chicago, that 
effective April 1, 1936, advertising 
of Blue-Jay corn plasters, surgical 
dressings, Thermat heat pad and Pal 
supporters will no longer be handled 
by Needham, Louis and Brorby. 

This covers the entire Bauer & 
Black line with the exception of 
Velure hand lotion, which is handled 
by Ruthrauff & Ryan, Chicago. The 
new Bauer & Black agency has not 
yet been appointed. 


Wakeman Wins Award 


The H. P. Davis trophy, given each 
year to Pittsburgh’s best radio an- 
nouncer, has been awarded to Charles 
A. Wakeman, WJAS sports commen- 
tator and announcer for the Jose- 
phine Gibson “Hostess Counsel” 
program broadcast over the WABC- 
Columbia network by H. J. Heinz 
Company, 


100% Home 
Circulation 
Guaranteed 


Whether yours is ad- 
vertising literature or 
samples of merchan- 
dise you can depend 
upon BIG 4 to give 
guaranteed coverage 
direct to the home in 
the Chicago area or 
anywhere in the United 
States. 


BIG 4 


Advertising Carriers 
570 W. Monroe Street 
Chicago, Ill. 


Call RANdolph 4432 
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ADVERTISING AGE 


Concerning 


Certain Chang 


on Liberty. . 


Wy secs | you do in this business gets around — 


sometimes before you do it. “So-and-so’s going 

over to Liberty”. . . “Liberty’s raising the rates” 
. . . “Liberty’s lowering the rates”—gossip is the grist of 
Advertising Alley. 


But where there is rumor, there is likely to be action: things 
are happening at Liberty. There have been additions to the 
staff; we have moved editorial and advertising offices to the 
Chanin Building—gossip already confirmed in print. 


And, as silent partners in publishing, you advertising men 
are probably conscious of our new accounts and improved 
editorial content. 


More important evidence, however, that Liberty is going 
places are the publishing changes here announced . . . 


When the Canadian edition of Liberty was started, a rate 
in combination with the U. S. edition was offered—call it a 
special inducement. Beginning January first, effective on busi- 
ness written after that date, this combination rate will be dis- 
continued for the simple reason that there is no longer need 
for any inducement. Liberty-in-Canada has established itself. 


There is no change in the Canadian rate: it remains $680 
the black-and-white page for all comers, with a guaranteed 
175,000 circulation. 


Canada, as any worthy American manufacturer can tell 
you, is becoming an increasingly important market. Liberty- 
in-Canada, edited for Canadians, published in Canada, cir- 


Liberty 
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culated where the bulk of business is done, is probably the 
most effective sales force in this market. 


With this setting up of Liberty-in-Canada as a separate 
magazine, comes a general adjustment of rates for Liberty-U.S. 
Again the members of the Reception Room Club are right as 
far as they go: some rates are higher, some are lower. 


After next New Year’s Eve, Liberty’s guarantee for the 
U. S. edition goes to 2,150,000. The black-and-white page 
rate becomes $4300, the line rate $10.25. Effective immedi- 
ately, the second and third covers are being reduced to $6000 
for four colors. 


We won’t bore you with any more figures—they’re all on 
the new rate cards now going out. Suffice it that, after 
changes, Liberty’s rate-per-page-per-thousand continues: to 
be the Jowest of the major magazines at $2.00 for the U. S. 
edition—$2.14 for the whole works. 


This for the most responsive group ever gathered by an i 
editorial idea. The proof of which large statement being that 
Liberty has the largest single copy sale of any magazine: 
2,000,000 copies, bought one by one, at a large round nickel 
apiece. There must be something about it they like... 


Maybe there’s something about your products they could 
be taught to like... 


P. S.— You can get in on current, too-low rates until 5:15 P. M. 
Tuesday, December 31st. That’s just 32 shopping days to New Year’s. 


SAN FRANCISCO -* TORONTO 
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Canada Lifts the Bars 


While the signing of the trade 
agreement between the United 
States and Canada has not met with 
unanimous approval, it is probable 
that the decision to eliminate the 
Canadian duty on United States 
periodicals entering Canada will be 
generally endorsed. 

With the exception of a limited 
number of periodicals of a scientific 
or educational nature, a duty of five 
cents a copy has been levied on all 
magazines and business papers en- 
tering Canada. As the tax was 
passed on to the subscriber, the net 
effect was substantially to decrease 
the circulations of American peri- 
odicals on the other side of the 
border. 

However, it should be noted that 
the duty was not the result of any 
demand or campaign by Canadian 
publishers asking for protection 
against competition from the United 
States. On the other hand, the duty 
was opposed by a number of lead- 
ing Canadian publishers, who felt 
that as their publications perform a 
specific and wanted service, they 
were entirely capable of standing on 
their own legs without any assist- 
ance in the form of a well-nigh 
prohibitive tariff. 

Some publishers in this country 
have established production facili- 
ties for their periodicals in Canada, 


The Fight for 


One of the important decisions 
made by the outdoor advertising in- 
dustry, which met in New Orleans 
last week, was that a nation-wide 
campaign, sponsored by some na- 
tional safety organization, be en- 
gaged in during the coming year 
for the purpose of promoting traffic 
safety. 

The outdoor field has been gen- 
erous in the past in providing free 
posting for advertisements of a pub- 
lic welfare character, such as the 
Red Cross, American Legion, com- 
munity funds,  anti-tuberculosis 
work, etc., and its decision to make 
a larger contribution to the fight on 
motor traffic hazards is cormmend- 
able. 

The automotive, tire, insurance, 
highway materials and other indus. 
tries having a direct commercial in- 
terest in the reduction of motor ac- 
cidents have been using their own 
advertising for this purpose. The 
interest which has been aroused, 
and which promises that real results 
may be accomplished, both by a 
greater public realization of the en- 
ormity of the losses suffered and by 


and thus the elimination of the duty 
will prove temporarily embarrassing 
to them. In most cases, however, 
the American publications were 
printed in this country and shipped 
into the Dominion, requiring the pay- 
ment of the per copy duty. Thus it 
is reasonable to believe that its 
elimination will result in substan- 
tial increases in circulations for 
those publications which were pop- 
ular in Canada before the tax was 
put into effect. 

Canada and the United States are 
so nearly homogeneous, and their 
people are so much alike in race, 
education, standards of living and 
other characteristics, that a free in- 
terchange of ideas and information, 
as well as entertainment, seems a 
logical basis of operation. For this 
reason setting up artificial barriers 
to communication was undesirable 
from the broad standpoint of in- 
creasing the constant friendly inter- 
course of the two nations. 

Both Canada and the United 
States profit from knowing each 
other better, and from doing busi- 
ness together. Each has been al- 
most the best customer of the other 
in years past—a condition brought 
about, we believe, to a considerable 
extent by the freedom with which 
information and advertising were 
circulated across the border. 


Motor Safety 


better education of motorists and 
pedestrians to safety measures, can 
be greatly extended. 

It is probable that if the National 
Safety Council, or some other organ- 
ization fitted by experience and 
public standing to undertake the 
work, were to provide advertising 
material for the use of all media, 
dealing with traffic hazards and their 
avoidance, it would be generally used. 

Newspapers and magazines are 
now giving editorial space in great 
volume to the subject of safety, and 
their activities in this important 
field will continue; but just as the 
advertising copy of automotive and 
allied advertisers has had effect, so 
will similar advertising, contributed 
by owners of advertising mediums, 
make a valuable contribution to the 
goal of public understanding. 

The combined efforts of adver- 
tisers, publishers and other media 
owners, through the use of advertis- 
ing and editorial space, broadcast 
messages and all other forms of 
communication, are needed to give 
this vitally important effort the 
power needed for full effectiveness. 


Voice of the Advertiser 


Bigger and Better 

To the Editor: 1 recall reading 
the first issue of ADVERTISING AGE 
(sample copy) and have just finished 
perusing every reading column and 
ad of your Nov. 11 issue, which 
might be called the Armistice Day 
number. At any rate the last issue 
was read with intense interest, the 
same as the afternoon press was 
digested on the day the guns ceased 
to roar. Every issue is bigger and 
better. Long live ADVERTISING AGE; 
we need it. I have never missed 
reading a copy. 

FRANK F. STooes, 
Frank F. Stoops Outdoor Advertis- 
ing Company, Chattanooga, Tenn. 


> 7 * 


Suggests Reprinting 

To the Editor: I have been fol- 
lowing the series of advertisements 
running in ADVERTISING AGE, spon- 
sored by a group of business papers. 
I feel that if they were put in a 
brochure form they could be used 
by advertising agencies to advantage. 
Personally, I know we could use it 
judiciously in promoting the cause 
of business papers as an excellent 
sales help where we occasionally 
have a problem of selling this basic 
medium. 


W. H. Evans, 
President, Evans Associates, Inc, 
Chicago. 
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Redesign of Specialty 
Packages Aids Sales 


To the Editor: Perhaps the en- 
closed photographs, showing Gulf 
specialty products, indicate the effort 
and care that has been devoted to 
making these products more attrac- 
tive and eye appealing. Unfortu- 
nately, these photographs do not 
show the color scheme used. The top 
band is dark blue, with the name of 
the product in white lettering, while 
the lower row of lettering is in 
orange. The lower band is white, 
upon which the familiar orange disk 
has been centered. 

We feel that these packages are the 
most colorful in their field, and feel 
certain that dealers appreciate the 
striking display appearance’ they 
make. 

During the past year these special- 


ties have been advertised in newspa- 
pers, have received frequent mention 
in Fortune, and frequently have been 
included in Gulf radio commercials, 
both on the Gulf Headliners and the 
new Phil Baker programs. 

About every four weeks, the back 
page of the “Gulf Funny Weekly,” of 
which 2,500,000 copies are distributed 
by Gulf dealers and service stations, 
is devoted to the advertising of spe- 
cialty products. In 1936 we plan to 
use space in various popular fiction 
magazines in addition to the above 
mentioned media. 

A casual glance at these photo- 
graphs will convince you of the fam- 
ily resemblance of these specialties 
to other Gulf products. They have 
been resized and redesigned to ad- 
here as closely as possible to the fa- 
miliar Gulf motor oil and grease con- 
tainers. These changes have been 
made because the Gulf Refining Com- 
pany, like many other large advertis- 
ers, appreciates the consumer recog- 
nition and sales value of neat, color- 
ful packages. 

W. R. HuBEr, 

Manager of Advertising and Sales 

Promotion Department, Gulf Re- 
fining Company, Pittsburgh, Pa. 
v Vv v a 


Does Double Duty 

‘to the Editor: Please change my 
address from 612 N. Michigan to 646 
N. Michigan. I have taken larger 
space in the latter building. 

On Mondays I always look for Ap- 
VERTISING AGE. At my first free mo- 
ment I “park” myself with the latest 
copy. And here is probably some- 
thing new: All copies of ADVERTISING 
AGE are taken home eventually so my 
wife can enjoy them also, thus keep- 
ing in sympathy with my work. 

Roy O. Du CHATEAU, 
Chicago. 
FF F 
Tip for Coaches 

To the Editor: A Dole pineapple 
juice advertisement in a recent issue 
of Scholastic contains this suggestion 
for cheer leaders: 

“During the game, when a loud, 
clear voice is important, have a 
couple of cans of Dole pineapple 
juice near-by. A few swallows now 
and then are just the thing to keep 
your throat in fine shape.” 

The next thing we know Libby’s 
will be suggesting that the quarter- 
back have a bottle of tomato juice 
in his hip pocket. 

STANLEY R. CLAGUE, 

Secretary, The Modern Hospital 

Publishing Company, Chicago. 


e Ff F 


‘‘Ad-Itis’’ Is Seen As 


Worst of New Diseases 
To the Editor: It was about time 
that somebody took a crack at some 
of the “smelly” types of advertising 
that are being crammed down the 
throats of the poor consumer. I am 
referring to the splendid comment 
that Mr. Cunningham made before 
the First District of the A. F. A., and 
which you printed in your Nov. 11 is- 
sue. 
Permit me to call your attention 


to a new disease that the “bug-a- 
boo” forms of advertising are respon- 
sible for; it is called “ad-itis.” Any 
person who takes his advertising too 
seriously is liable to contract it. This 
type of person will try to be cheer- 
ful, but all the time he knows that 
he has athlete’s foot, dandruff, poor 
circulation, halitosis, coffee nerves, 
throat irritation, a leaky fountain 
pen, pimples, blackheads, large pores, 
fleas, pink tooth brush and he has 
been constipated for 30 years and 
didn’t know it. In a case like this, 
ignorance is really bliss. 

I believe that it is a direct insult 
to the intelligence of the American 
people to expect them to believe such 
rot. As long as advertisers try to 


scare the consumer into buying their 


AN“AD-ITIS” VICTIM 


products, the consumers will con- 
tinue to doubt the sincerity of adver- 
tising. 
Ray Doyte, 

Advertising Artist and Copywriter, 

Indiana Bell Telephone Company, 

Indianapolis, Ind. 
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Locke Sends Buck 


To the Editor: Enclosed one buck 
for a subscription. It’s the newsiest 
in the field and since leaving Ethyl a 
few months back I’ve seen it irregu- 
larly—but would not like to be with- 
out each issue. 

LucIEN P. LOCKE, 
Milbrook-Greenwich, Conn. 
a v 


Waits for Mailman 
To the Editor: I actually wait for 
the mailman to bring me ADVERTIS- 
Inc AGE. Your paper has been most 
interesting. 
AL MICHAELIAN, 
Los Angeles, Cal. 
. | F 


That Make-Up Man 


Is on the Pan Again 

To the Editor: I suppose I am 
No. 127,000 to call your attention 
to this very well laid-out advertis- 
ing page from Modern Salesmanship, 
December issue. However, I could 
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not refrain from sending this to you 
as my idea of one of the most re- 
markable advertising pages which 
I have ever had the advantage of 
seeing. 


EDWIN CAHN, 


J. L. Sugden Advertising Company, 
Chicago. 
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BEAUTY teams with SPEED 


In Farm Journal, 1,120,000 copies of your advertisement 


are delivered in less than a week from closing date—on 
fine paper—vwell printed... . Each advertisement, part of a 
clean-cut, modern magazine that in addition to all its 
regular features brings timely information — national — 
international — regional — political—and with its 4 day 


printing schedule delivers it WHILE IT IS STILL NEWS. 
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COCA-COLA'S 
POSTERS MAKE 
EUROPEAN HIT 


New Orleans, La., Nov. 19.—Coca- 
Cola is now applying to its Euro- 
pean advertising some of the things 
which it has learned through the 
standardization and improvement of 
the outdoor advertising business in 
the United States, Turner Jones, 
Coca-Cola vice-president in charge 
of marketing, told the Outdoor Ad- 
vertising Association of America 
here today. 

“IT saw in Europe last summer,” 
he said, “the sort of thing we had 
in this country to begin with—tiny 
sheets, poorly printed, pasted on 
walls and kiosks, designed without 
rhyme or reason, taxed by the 
square inch, criticised by the public 
and respected by no one. 


$2,250,000 Yearly for Posters 


“What a far cry to the outdoor 
advertising business in the United 
States, which has improved itself to 
the point where Coca-Cola has been 


able to spend two-and-a-quarter mil- 
lion dollars in it this year, and make 
it more profitable than any previous 
year.” 

Mr. Jones explained that by ap- 
plying American poster technique, 
as to art and copy, production meth- 
ods and locations, to the European 
field, some spectacular results are 
being accomplished on the Conti- 
nent. 

“We have taken our 24-sheet post- 
ers to the other side,” he said, “and 
the public is crazy about them.” 

The Coca-Cola vice-president, 
largely responsible for the coopera- 
tion between the Association of Na- 
tional Advertisers and the Outdoor 
Advertising Association of America 
which resulted in the formation of 
the Traffic Audit Bureau, paid a high 
tribute to the industry for modern- 
izing through the adoption of T.A.B. 
He likewise commended it for set- 
ting up a single sales unit, Outdoor 
Advertising, Inc., which he said has 
simplified the problems of the adver- 
tiser in considering the medium. He 
recommended that other mediums 
consider this unified method of pres- 
entation. 

“Before the outdoor industry was 
properly organized to answer the ad- 
vertiser’s questions regarding circu- 
lation, coverage, repetition, etc.,” he 
said, “some advertisers thought the 
medium was good, but they did not 


HALF-SIZE BOTTLES FOR hess teenontond APPEAR 


To meet the demand for small liqueur packages these products of Julius Marcus 


Laboratories, Jersey City, N. J., are now being sold in half-pint flasks. 


One 


advantage of the small size is that the products may be tried by customers 


at small 


know how good. They bought it on 
faith. 
Service Is Tangible 


“Through your present methods 
you have been able to present facts 
about coverage, how secured and 


NEBRASKA 


2nd State in Auto Ownership - rss car 
3RD in FARM TRUCKS-+:2;coerrs 


It is to be expected that Nebraska 
—first state in Farm Income per cap- 
ita—would be high in purchases of 


autos. Only one state 


braska in Auto Ownership per capita. 
Nebraska folks purchase $26,617,000 
worth of autos and trucks annually, 
according to the latest U. S. Bureau 


of Census report. 
One-third of all the 


purchases are made in Omaha—mak- 
ing this city one of the nation’s out- 
standing centers for auto sales. 


~ omaha 


Aorla-Z 


For Over 


in Circulation 
—Advertising 


New York Chicago 


exceeds Ne- 


MERITS A 


city. 


The Omaha W orld-Herald—with a 
20-year record of unbroken leader- 
ship in Circulation, Advertising Vol- 
ume and News Features— 


PLACE ON EVERY 


"A" SCHEDULE 


that is provided the leading newspapers in 
New York, Chicago, Detroit, or in any other 


Major and minor advertising schedules should 


state’s auto 


torial dominance 
Herald’s. 


DAILY, 
SUNDAY, 


Last A. B. C. Statement 
NOW OVER 130,000 


er 


be determined—NOT on the basis of city-size— 

but with regard for individual advantages. 
Consult market and media statistics—learn how 

few newspapers in the United States offer terri- 


such as the Omaha World- 


126,631 
121,381 


20 Years 


FIRST State 
in Farm Income 
percapita 


ews 


Detroit 


O'MARA & ORMSBEE, INC., National Advertising Representatives 


San Francisco 


Los Angeles 


how controlled. Your art and copy 
are based on a proven technique. 
The service is tangible and measur- 
able today. And your improvement 
in plant has been accomplished dur- 
ing the greatest depression in his- 
tory. 

“You have established the prin- 
ciple, now being adopted by other 
fields, of joining hands with your 
customers to increase the usefulness 
of your medium.” 

Mr. Jones indicated that only 
point-of-purchase advertising looms 
so large in the total annual expendi- 
tures of $6,000,000 by Coca-Cola as 
outdoor advertising. 


Alka - Seltzer 
Talkie Amuses 
N. Y. Audiences 


Chicago, Nov. 21.—Dr. Miles Lab- 
oratories, Inc., Elkhart, Ind., which 
is using motion picture advertising 
for Alka-Seltzer in New York and 
New England, believes that this form 
of promotion will prove fruitful if 
advertisers use a deft touch in keep- 
ing with the theatrical atmosphere 

This opinion was expressed here to- 
day by H. S. Thompson, advertising 
manager of Dr. Miles Laboratories. 
Mr. Thompson pointed out that Alka- 
Seltzer advertising has always been 
of a whimsical nature, hence seemed 
to be especially adaptable to the 
movies. 

However, Alka-Seltzer embarked 
on its present substantial moving 
picture campaign only after exhaust- 
ive tests in Minneapolis and other 
cities. These experiments indicated 
that where a somewhat humorous 
adventure is presented to the audi- 
ence, the latter not only feels no re- 
sentment, but welcomes the adver- 
tising. 

The New York City campaign for 
Alka-Seltzer is said to be the first of 
the kind staked by a national adver- 
tiser. Arrangements for the show- 
ing were made through General 
Screen Advertising, Inc., which is 
placing the Alka-Seltzer film before 
1,600,000 motion picture patrons 
every fortnight by using 145 thea- 
tres. The contract is for 13 weeks. 

The amusement idea is heightened 
by use of color in the Alka-Seltzer 
talkie. The film ends up with a car- 
toon version which has _ proved 
highly acceptable to the amusement 
seekers. Wade Advertising Agency, 
Chicago, handles the Dr. Miles ac- 
count. 


Biddick Gets Stations, 


Issues Program Brochure 

Walter Biddick Company, radio 
station representative with head- 
quarters in Los Angeles, has been ap- 
pointed Pacific Coast representative 
for the new KFBK, Sacramento, and 
KMJ, Fresno, Cal. The company has 
also been appointed to represent 
KDON, Del Monte Hotel, a new sta- 
tion affiliated with the Monterey, 
Cal., News-Herald, 

A brochure has been published by 
the Biddick Company describing the 
“Sonny and Buddy” transcriptions, 
a series of quarter-hour programs, 
for which the company is sales repre- 
sentative. 


Ad-Oddities 


Chicago, Nov. 21.—Take an 
original point of view, mix it 
with some humor, and you have 
a good want-ad, an ex-convict 
reasoned this week. The fol- 
lowing advertisement, in the 
Chicago Tribune’s executives- 
managers listing of situations 
wanted, was the result: 

“Two years’ experience in a 
penal institution of high na- 
tional standing. Contrary to 
Lombroso’s theories, I am 
minus the underslung jaw, tak- 
ing ways and baby-killing am- 
bitions. My references (jail 
included) describe me as young, 
traveled, an excellent secretary- 
stenographer-correspondent, and 
possessed of business judgment 
(apologies to press agents). 
While the market for penal 
alumni is admittedly in a 
slump, here’s an ‘Ex’ who be- 
lieves his value to an employer 
is enhanced BECAUSE of the 
experience, and, for a good 
judge of human nature, I am 
and will be a good investment. 
Anywhere and anything—with 
reservations.” 


M. R. Reports on 
1,355,000,000 
Lines of Copy 


New York, Nov. 21.—The 386 
newspapers published in 95 cities 
measured by Media Records, Inc., 
published a total of 1,354,551,434 
lines of advertising during the first 
nine months of this year, the nine- 
month summary just issued by the 
statistical organization says. 

Of this total 1,109,822,567 lines 
were display advertising, 220,355,403 
lines were classified advertising, 
and 24,373,464 lines were legal. 

In the display group 759,296,388 
lines were accounted for by retail 
advertising, 243,089,203 lines by na- 
tional advertising, 82,429,432 lines by 
automotive advertising, and 25,007,- 
544 lines by financial advertising. 


‘|Dernley Is Installed 


at Production Dinner 


George Dernley, McCann-Erickson, 
Inc., was installed as president of 
the Production Men’s Club of New 
York, made up of representatives of 
more than 25 advertising agencies, 
at the annual “Installation Dinner 
Dance” held at Schrafft’s West 57th 
St. restaurant, Nov. 23. 

Other officers for the coming year 
are William Geller, Ferry-Hanly Ad- 
vertising Company, Inc., vice-presi- 
dent; William Hatch, J. Walter 
Thompson Company, secretary, and 
Vincent J. Galbo, A. Paul Lefton 
Company, Inc., treasurer. 


Kotex Offers “Fibs” 


Kotex Company, Chicago, is get- 
ting distribution for Fibs, a new 
product designed for internal use by 
women. Advertising plans are in- 
definite. 


Golfin 


300,000 private 


golf club members 
owning 459,000 automobiles. 
Mamma plays too and Papa’s 
got $ to spend or he couldn't 
belong. Published April to 
August inclusive. 
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THE 
PACIFIC 
COAST | 


STATES 


CALIFORNIA 5 | 
WASHINGTON 

OREGON 

ET APART by mountain and plain, the seven states 

NEVADA that comprise the Pacific Coast Market, though vast 

ARIZONA in territorial extent, are actually an aggregation of 

eleven distinct markets, for rugged topography has de- 

UTAH creed that population should center in valley and on 

IDAHO seaboard. * Widely diversified population centers, their 

interests are as far apart as the miles that separate 


them. Lumber and fisheries ... agriculture and stock 


raising... movies and tourists and industry ...commerce and finance, these eleven 


distinctly different markets have been welded together into a single unit for your 
advertising by Associated Newspaper Color by a merger of the Magazine and Comic 
Sections of the leading newspaper in each of the eleven markets. * Through Associated 
Newspaper Color, Magazine and Comic Sections, your message reaches the entire market 


... With the tremendous pull of a localized, personalized-interest medium 


... through newspapers recognized by your dealers as most productive 
of results, each in its own community 


... With the visibility of color. 


A low cost medium, its over 1,000,000 circulation providing a 38% coverage of all 
families in this rich market where the standard of living is 30% higher than the 
nation’s average. 


4 Se A Fy wy be = ie 


RICH MARKETS 


SAN FRANCISCO .. . 
OAKLAND....... 
LOS ANGELES. ...... 
LONG BEACH . . 
See 2s eae 
PORTLAND. .... . 
SANDIEGO .. . 
SALTLAKECITY. ... . 
ES AS 6 ek to 
SPOKANE . . 
SACRAMENTO :.... . 


CHRONICLE 
TRIBUNE 
TIMES 
PRESS-TELEGRAM 
TIMES 
OREGONIAN 
UNION -TRIBUNE 
TRIBUNE 

LEDGER 
SPOKESMAN REVIEW 
UNION 


This Sales Manager's Year Book 


will be delivered on request by 
for any of the offices listed below: 


Rea 


a ‘a 


1935 Seen eee ee ee = a 
- ees LL LLLLLLLLLLLLLLLLLL LLL LLL LLL LLL LLL LLL LLL LLL LLL * 
it Be 
ve 
et y y 
d1- 
he nee see 
S- se 
ns ere. : ‘6 
to ns es f id a ; y 
By ett vias ae 
nag yee Fee Gog epee se oe 
> Ge nae ; este sh: 
nd Ls Ah = ie ee 
- Sgr Se ee en ey ire > 
3) bs a "9 a S me roe. aa S ae Rae 2 = : 
al Skea he Nene ates i ahammar a 
=. = ties Jade ny a a saat “ies 
er ares. Se Sees eye 
nt. as, nae ae i “da _ eles Pie pac : _ ~~ — _— 3 if oy = “4 
ith eee eg sie ee ue apes a eae tt ee ene ae ee 
here OE” eee eh Pe Rea oe ae 
ee ee ‘ _ ef PET. 3 ee Eo Be Eee re ey eam pe 
i i Be ce id ia 2 a Ney ie ets, oe i 
Be eas a 2 oy) eG ee ere eee aya 
ete es ae Saeed: ge ae ie FO ef hg i 
| 386 aa pees eS a Poe ee Ae pe Siac ents 
_ ms one ee oem SS a ae io ora 
nc. ao a ‘ ss Se f < ea - es @ a ee eae E 7 oa ne 
1,434 bell eas — ay — cea ae eee 
° ee eee bee geen ae ERRORS oe F ae ae aOR ies tee 
» first eo: a ae (cnet re ae Be Bae ie ws a 
nine- free ee — oe PEE a tor ae Seal aaa Oia? ines 
: - oe eT we be hea ene! 
y the ; pea as Bae # * ks ae 
lines er" o ge _. aes ae 
55,403 ms oO - : . ic Cee ae 
ising, a . o 3 ee ies 
96,388 ee ss rr Bc 
retail = a eo 
y a- aoe 
5 ,007,- = eas 
ising. 8 es as 
- ne 
cee no 
nn tl Pate 
ckson, Bi st. 
nt of Bie 
' New ; 
ves of i ‘ 
encies, Be rs 
Jinner 
t 57th 
z year 
ly Ad- 
-presi- 
Walter 
y, and } 
Lefton 
?? 
is get- 
2 new 
use by Er : 
ie ee ‘ 
ee 
Fhe Sares Maucen's og 
Yean Boon of Gacuanc: | 
ee : 
-_ 
ee 1935 ff | 
Gg MAIR a OR RC 
ate ee 
ers Sa peste ado sage age  o o 3 
bil 4@ 4» 4B 46Be 2 Se Ss EePLllCUDMlCUlCUc el elle ee ee, le ee = fs 
apa’s 
aldn’t SaaS aeerT Serres eS Py FA Sees eve 7s 4 SS iA eo 
il to en eee | soup aie Soe wakes 
cue eae eT “ota MAGAZINE. 4a 4a COMIC SECTION oe rg eee hr | ee 
Ses ae, onde ee : : a : aoe . : i ee ie 2) a 3 
OFFICES: NEW YORK. a CHICAGO a DETROIT a CLEVELAND a SAN FRANCISCO a LOS ANGELES | XUM | 
EMITS RM Seats Sax Mr as eens Sie cee ote er a kr hee geo aay a OA eae ea oo ee hea ae 
eee eae pipet el eens i pea nee ee a oN ge Tease Nh eae s a) A Siar Rs Oa erie Sg) Oo Se Spe gece gene st OR Came Ee eh MES ae ae al oS chee) cake | ae Nao aca 
a a Mili on in a te ee eS Ea ge 
2 RES ee eins Skea on ir a Orne tay Oh eae ee URE Rie cee : Ae OS, Oe TOM gE ome hd GS a ee ONL Lg Teepe: er Pee hie hy oe ae a oe on hs 2%: Pe el eee Seah Tovah PS SE. age tee eras 
ue etre! ails Pen aa Wace, eta mae St See og Mg a eh ies ae: are - pon eae Se hes >) Re ama hae cdi pd tale: Sle Mies ans: ce wish SS URS tee ee, ae oe Or ahs a ee Sea ‘pgp oa Fie ic 3 i RAD ay Smee ee ae 
rat, a PE Ce een ie ny ee se a pepe aig meme So ane on WMT ie | SRR 2 iv Race Rg an Ee 0 RSMAS cigs wtl = Seta tee eS tie he oe, ee ee ee peepee Sir eee Meets fn cera P ae Aes g de hi 
Swe Coe nag Ree began a he. Pee, See ca ee ee ea ers a Pgh te tn ag oN RRS 2S EN Pg ees) <2 ee a eee hc ace ea ee ae Rn «Ree SR NE pe oer 


14 


ADVERTISING AGE 


November 25, 1935 


Says Building 
Gains Presage 
More Promotion 


New York, Nov. 19.—Constantly 
increasing advertising appropria- 
tions with an upturn in business 
based on increased activity in the 
durable goods industries were pre- 
dicted by Marshall Adams, sales 
promotion manager of American 
Radiator Company, in a talk Thurs- 
day, in the annual educational 
course conducted by the New York 
Advertising Club at the Engineering 
Auditorium. 

Pointing to the fact that residen- 
tial building is up 103 per cent this 
year over last, he declared that a 
general increase in commercial ac- 
tivity always follows an upturn in 
the building industry, which nor- 
mally provides work for a total of 
four million men. 

“If this upturn,” he said, “can be 
consolidated and increased, there 
will undoubtedly be a great stimula- 
tion of all lines of business, and 
plans now under way for advertis- 
ing and sales promotion in many 
big companies show that industry 
is prepared to take full advantage 


‘of all gains by making full use of 


advertising.” 


ma Fe Pomel Direct Mail, 


| 


All-Media Exhibit 


Speakers No. 20, at a luncheon oi 
the Advertising Club of New York 
at Hotel Pennsylvania in conne.iion 
with the new all-media exhibit of 


the Direct Mail Association included | 


Edwin C. Mayer on direct mail and 
its use with business paper advertis- 
ing, Charles E. Murphy on coordina 
tion of advertising media, an 
Robert E. Ramsey, on the “eternal 
triangle in direct mail.” 

The exhibit, which is traveling to 


15 principal cities, occupied the Ho- | 


tel Pennsylvania ballroom for three 
days, showing how direct mail co- 
operated with business films, busi- 
ness papers, general magazines, 
newspapers, outdoor advertising, 
radio, street car and window dis- 
play in various campaigns. 


Ede Joins Agency 


Kenneth L. Ede, for the past two 
years publicity director of the Elec- 
trical League of Cleveland, and pre- 
viously sales promotion and adver- 
tising manager of Station WGAR, 
account executive for Chicago and 
Cleveland agencies and advertising 
manager of the Van Dorn Iron 
Works Company, Cleveland, has 
joined Richardson-Oswald, Inc., 
Cleveland, as account executive. 


Ad Drive Goes Over, 
But Brand Name Gets 
Lost in the Shuffle 


Harrisburg, Pa. Nov. 21.—Clerks 
ot the Pennsylvania and Ohio state 
.iquor stores have become masters 
of mental gymnastics since Conti- 
nental Distilling Corporation of Phil- 
adelphia reduced the price of a brand 
. viended whisky, “Authentic,” and 
gave the brand the benefit of an in- 
tensive advertising campaign. 

There has been a rush for the 
blend as a result of the new price 
and the advertising drive, but all the 
customers haven’t called for “Au- 
thentic.” 

Some have asked for “Orthontic,” 
“Antiseptic,” “Antiquity,” “Atlantic,” 
and even for “Arithmetic” and “Arth- 
ritis.’ And a couple of others asked 
clerks to wrap up a bottle of “Our 
Tonic.” 


L. J. Thompson Dies 


L. J. Thompson, 76, for 46 years 
publisher of the Hillsboro, Tex., 
Mirror, died Nov. 18. His first act, 
in taking charge in 1889, was to kill 
the Mirror’s seven saloon advertise- 
ments, and none has appeared in the 
publication since that time. 


TOO LATE 


Nero, reputedly a hot 
fiddler, was really no dif- 
ferent than the housewife 
who lets the dinner bum 
while she listens to the , 
fiddling of radio’s matinee 
idol—or the salesman who 
burns up gas driving to 
the plant which already 
has decided upon its speci- 
fications. Caveat emptor 
nothing! Let the seller 
beware of fleeting time. 


To Sell 
Nero 


a ‘Fire 
) Extinguisher 


THE FLAME OF INSPIRATION 
THAT FIRES MACHINES... 


UTOMATIC stokers are causing furrowed brows 

among manufacturers of coal shovels. Power 
grate shakers do the shaking for burly firemen. 
From mine to furnace, machines are simplifying the 
heating job. 
Vieing with machines of heat-production, come the 
machines of cold and comfort—the automatic refrig- 


MAGHINE 
DESIGN 


. . completely blankets the 
field of Machine Designing. 
It is read by the chief en- 
gineers and designers of 
more than 6200 plants that 
build machines for sale 
—a readership of 25,000. 


BE THERE ON TIME 
with 


erator, the air-conditioner, the humidifier. 


And vieing with one another, engineers are conscious 
of the fact that these comparatively new industries 
recognize nothing as new so long as their research 
and creative minds are developing things still newer. 


Yesterday's creation is completed. Today a new plan 
is in the making—new machines for which your parts 
or materials may be ideally suited to the designing 
engineer's requirements. 
Everything starts with the idea. Ideas gleaned from 
the editorial and advertising pages of Machine 
Design start new machines on their way. Your 
advertising to Chief Engineers and Designers makes 
it possible for you to 


MACHINE DESIGN 


PENTON BUILDING, CLEVELAND, OHIO 


VAN NUYS READY 
TOPUSH SPECIAL 
ANTI-CHAIN LAW 


Allowances and Concessions 
Scored by Senator 


Washington, D. C., Nov. 21.—Re- 
vealing a portion of his program for 
the forthcoming Congress, Senator 
Frederick Van Nuys, Democrat from 
Indiana, has declared his resolve to 
press for legislation which will serve 
to check the growth of chain stores. 

He will seek to accomplish this 
aim by means of a series of amend- 
ments to the anti-trust laws, rather 
than by additional taxation. These 
amendments will provide that manu- 
facturers and producers must file 
data on sales with the Federal Trade 
Commission. All price discrimina- 
tion would be made illegal. The 
proposed amendments would affect 
only interstate commerce, in order 
to avoid any constitutional difficul- 
ties, he said. 


Food and grocery chains are now 
credited with 44 per cent of the na- 
tion’s business in these essentials, 
Senator Van Nuys said, adding that 
while chain stores originally con- 
fined themselves to the larger cities, 
their most marked expansion during 
recent years has been in the smaller 
towns and country districts. 


National chain merchandising is 
developed to the point where it 
threatens to monopolize retail trade 
and ultimately destroy the independ- 
ent wholesaler and retailer, he con- 
tends, 


Allowances Assailed 


Senator Van Nuys bitterly assailed 
secret rebates, advertising allow- 
ances and brokerage commissions, 
which, he says, means millions to 
the chains annually, the burden be- 
ing thrown on the _ independent 
wholesaler and retailer. He asserted 
that it was high time that the fed- 
eral government “rescue” these busi- 
ness men from the system now de- 
veloped by the chains. 

Guided by the suggestions and 
recommendations of the Federal 
Trade Commission chain store in- 
vestigation reports, he is drafting 
bills to close the loopholes in the 
Clayton Act. 

“Among the other proposed reme- 
dies, these bills will provide that all 
corporations which sell merchandise 
in interstate commerce to chain 
stores or their intermediaries, re- 
port to the FTC the facts concern. 
ing prices, terms, discounts, allow- 
ances, quantities, grades, cost of 
production, selling service,” the 
Senator said. 


Commission May Modify Terms 


“The commission will be author- 
ized to order the modification or dis- 
continuance of the terms of such 
sales if found to be unfair or un- 


reasonable. This provision adds 
strength to Section 2 of the Clayton 
Act. 


“The provisos of Section 2, how- 
ever, place a very serious handicap 
on the effectiveness of such section. 
In effect, they legalize discrimination 
in price on account of difference in 
the cost of selling or transportation 
or when made in good faith to meet 
competition. 

“Through the loophole of this pro- 
viso, it has been almost impossible 
to invoke Section 2 of the Clayton 
Act against the chain store system. 
Present pending bills retain this pro- 
viso. The bill I intend to introduce 
will strike it out. 

“This will leave Section 2, in plain 
understandable terms, as a declara- 
tion that discrimination in price be- 
tween different purchasers is unlaw- 
ful, where the effect of such dis- 
crimination may be to substantially 
lessen competition or tend to create 
a monopoly.” 

With such a statute, he said, the 
Federal Trade Commission or any 
other enforcement agency may act 
“effectively.” 


Maxon to Place 
Advertising on 
More G-E Items 


Cleveland, O., Nov. 21.—Following 
consolidation of the specialty ap. 
pliance and merchandise depart- 
ments of the General Electric Com- 
pany, Maxon, Inc., has been named 
to handle advertising of both lines, 

The agency, which for many years 
directed advertising of G-E refrigera- 
tors, ranges, dishwashers, and other 
kitchen appliances, will henceforth 
take over the added duties of pro- 
moting products of the merchandise 
plant at Bridgeport, Conn., including 
home laundry equipment, radios, 
fans, vacuum cleaners, clocks, and 
small appliances. 

In addition to appointment of 
Charles E. Wilson, vice-president of 
General Electric, formerly in charge 
of the G-E merchandise department, 
to supervise all appliance activities 
of the company, as reported in 
ADVERTISING AGE of Nov. 11, other 
personnel changes have been made, 

P. B. Zimmerman, former manager 
of the specialty appliance depart- 
ment, has been made general sales 
manager of the consolidated depart- 
ment. G. J. Chapman of Cleveland, 
former assistant manager of the 
specialty appliance department, has 
been named manager of the specialty 
appliance sales division. 

Other changes include the appoint- 
ments of R. J. Cordiner of Bridge- 
port as radio sales division manager; 
D. C. Spooner, Jr., of Bridgeport, as 
home laundry equipment and clean- 
er sales division manager; and R. 
W. Turnbull of Bridgeport, as traf- 
fic appliance sales division manager. 


Coffelt Introduces Imp 
in Hair Coloring Drive 

An imp who paints hair gray and 
ruins chances of success is being 
introduced in a new campaign on 
Coffelt’s Hair Coloring by the Coffelt 
Chemical Company, New York. Ar- 
thur Rosenberg Company is the 
agency. 

In each continuity, the imp is con- 
quered, very happily, in the end. The 
insertions are 70 lines on two col- 
umns. The advertiser has been ad- 
vertising generally in newspapers 
with single-column advertisements. 


Hupp Names MacDonald, 


Promotes G. Clarke 


W. A. MacDonald has been ap- 
pointed director of sales for Hupp 
Motor Car Corporation, succeeding 
the late W. B. Hurlburt. Mr. Mac- 
Donald had been associated with Mr. 
Hurlburt’s work for the past ten 
years. 

George E. Clarke has been pro- 
moted from the post of assistant 
director of sales to that of sales man- 
ager. 


GROCER SAYS 
WSM SELLS 
FOOD PRODUCTS 


@Jack Regen, Manager Tennes- 
see Piggly-Wiggly’s leading store 
unit, says: “Food products ad- 
vertised through WSM are al- 
most without exception the best 
sellers in my store.” Want facts 
about WSM? Ask your retailers. 


WSM, 50,000 Watts, Nashville, Tenn. 


Your NEW YORK Cddness 


Center of Times Square . . Great Theater-ing! 
Close to buying centers . . Great Time-Saving! 
2} blocks to Sth Avenue... Great Shopping! 
Quiet street—soft beds.. Great Sleeping! 
Courteous employees .. Great Service-ing! 
60-watt bathroom bulbs.. Great Shaving! 
Daily rates—from $2.50 . . Small when Paying! 


In the hub of things yet out of the hubbub. 
706 LUXURIOUS ROOMS 


Horer. Piccapitty 


45"! ST. W. OF B'WAY-W. STILES KOONES, MGR. 


24 FLOORS 
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November 25, 1935 


ADVERTISING AGE 


The Battle of San Jacinto 
won for Texas her inde- 
pendence and, for the 
United States, an empire 
and the gold of California. 


Then: ‘‘Go West, Young Man!’ 


The Texas Centennial, a 
‘‘battle of peace,”’ calling 
the world’s attention to 
Texas’ resources and de- 
velopment, will help the 
Nation to win a threshold 
for a new era of economic 
progress. 


Now It’s ‘‘ Southwestward Ho!” 


The TEXAS CENTENNIAL 
EXPOSITION ...DALLAS...1936 


A Message Directed to Enterprising Business Men and Women Who 
Have Foresight, Vision and the Spirit of Adventure 


We are now building a Texas Centennial Ex- 
position in Dallas for 1936 to represent in 
worthy manner a hundred years of Lone Star 
progress. It will commemorate the heroism 
of pioneers, the colorful incidents of frontier 
settlements, some of which date earlier than 
Fort Dearborn, Plymouth Rock or Jamestown. 
The story of the State—the only one of the 
Union—that was once an independent Re- 
public! 


Naturally we wish to have you attend this 
great show and to swing around our State and 
visit its other fine cities, historic and scenic 
places. In due time, we will extend a hearty 
invitation with an urgent R.S.V.P. Just now 
we wish to interest you in the Texas market 
with a consumer purchasing power expressed 
in the retail field alone by more than one 
and a half billion dollars!) A consumer power 


backed by an income that makes the dollars 
readily available—dollars from agricultural 
production, oil and other natural resources. 


If you have something to sell that Texans will 
buy, tap this great market. Arrange for ex- 
hibit space at the Texas Centennial. Invest 
your money in Texas. Place your advertising 
now in “Texas’ Major Market Newspapers.” 


SOESOCOCSOO®H 


The News, Texas’ oldest business institution — 
with fifty years of service in Dallas and ninety- 
three in Texas—endorses the words of Gen. Sam 
Houston, the hero of San Jacinto, who, in 1837, 
wrote to a cousin in Washington: “There is no 
region on this globe where I would so soon see my 
friends locate as in Texas. It is extensive and it 
it adapted to every pursuit or employment. The 
soil, the climate, the atmosphere, the weather and 
every variety of production will insure to those 
who transfer a modest fortune to this country, 
boundless wealth and every comfort which a 
rational existence can anticipate or require.” 


The Dallas Morning News 


THE DALLAS JOURNAL 


‘Texas’ Major Market Newspapers” 


National Advertising Representatives: JOHN B. WOODWARD, Inc., Chicago, New York, Detroit, Boston, Kansas City, San Francisco, Los Angeles 


Associated Enterprises: The Semi-Weekly Farm News, The Texas Almanac and State 
Industrial Guide (Texas Centennial Issue in 1936), Radio Station WFAA (50,000 Watts) 
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ADVERTISING AGE 


November 25, 1935 


Dairy Company 
Plays Detective 
In Advertising 


Rockford, Ill., Nov. 21.—Unusual 
newspaper advertising by Rockford 
Dairies, Inc., utilizing every day 
happenings in Rockford life, has 
enabled the organization to draw 
special attention to its services and 
the value of milk in the diet. 

Taking the “sees all, hears all, 
knows all” attitude, the company 
relates actual incidents in which 
local people figure, in small space 
copy, headed “Personal.” 

“To the Clinton Street matron 
who feels her luncheon yesterday 
was a failure because the whip- 
cream substitute refused to stiffen,” 
one advertisement declared, “we of- 
fer reservedly the advice that noth- 
ing can take the place of rich, 
heavy, full-flavored whipping cream 
from Rockford Dairies, Inc. It’s 
been known to enhance both salads 
and social prestige.” 

Other copy in the current series 
advises the stenographer “who 
dropped her pocketbook yesterday 
noon coming out of Schrom’s Cafe,” 
that milk will start her on the way 


toward regaining her “once lovely 
complexion.” Ideas for copy are 
submitted by dairy employes. 

The milk advertiser specifies so- 
ciety page position for items of spe- 
cial interest to women, while those 
items dealing with men appear on 
the sports page. 

K. K. Klambeck, president of 
Rockford Dairies, Inc., pointed out 
that a dairy company has a special 
advertising problem, since it cannot 
successfully indulge in “sale” days 
and “bargain” offers to promote its 
business. The “personal” advertis- 
ing has proven effective in keeping 
the company before the public, he 
declared. 


Orders Company to Stop 
Proselyting Fuller Men 


The Federal Trade Commission 
has issued an order requiring Certi- 
fied Products Company, Inc., Bir- 
mingham, Ala., to desist from entic- 
ing away employes of the Fuller 
Brush Company, or from making dis- 
paraging statements relative to the 
latter. 

The commission indicated that the 
Fuller company had made a com- 
plaint and that Certified Products 
Company had substantially admitted 
all the material allegations and had 
consented to the issuance of the order 
to cease. 


AIDS IN SELECTION 


Homogenized 


bir hor Babes onder one gear smade tahte 
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a put f nt 4 $ 


NEEG BY LEAGiNG sasy Serrons 


This display stand for Libby's six different 
baby foods, holds a total of 72 cans, each 
of the six items in its separate channel, 
thus enabling the customer to help her- 
fo. It was produced by E. F. Schmidt 
Company, Milwaukee 


Sartain Joins KMOX 


F. W. Sartain, formerly an execu- 
tive of the U. S. Chamber of Com- 
merce, and previously in newspaper 
and agency work, has joined the 
sales staff of KMOX, St. Louis. 
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44% Gain * 
LISTENER 


....AND YOUR ADVERTISING DOLLAR 


GOES 


months! 


priation. 


3 TIMES AS FAR 


January to October first—only nine 
Yet in that short space of 
time WTIC has made a 300% gain 
in listener response, as proved by 
actual count of the flood of letters 
received from all parts of New 
England. Think what this means 
in terms of your advertising appro- 
A program over WTIC 
now gives you three times the sell- 
ing power per dollar—for there has 


cost. 


IN NEW ENGLAND 


been no corresponding increase in 
WTIC rates. 

An increase might have been ex- 
pected as WTIC was on half time 
operation for the first four months 
of 1934—but 300% is almost 
unbelievable. 

Station WTIC offers the one way 
to reach this entire market at small 
Talent is available for the 
skilful staging of any type of pro- 
gram. Full particulars on request. 


se 


THE WTIC COMMUNITIES 


A PROSPEROUS POPULATION IN A 
COMPACT MARKET 


WTIC 


50,000 WATTS 


HARTFORD -:- 


CONNECTICUT 


The Travelers Broadcasting Service Corporation 
Member New England and NBC-WEAF Networks 


PAUL W. MORENCY, General Mgr. 


NEW YORK OFFICE, 220 EAST 42nd STREET 
CHICAGO OFFICE, 203 N. WABASH AVENUE 


JAMES F. CLANCY, Business Mgr. 


J. J. WEED, Manager 
Cc. C WEED, Manager 


LIQUOR CONTROL 
OFFICIALS LAUD 
MODERATION COPY 


Ad Practices Engage Notice 
of Administrators 


New York, Nov. 19.—After hearing 
reports, which among other things, 
commended advertisers who have 
stressed the moderation theme, the 
second convention of the Naticnal 
Conference of State Liquor Adminis- 
trators at the Biltmore hotel closed 
Friday with a resolution providing 
for the appointment of a committee 
of three to conduct continuing 
studies and investigations of social 
conditions resulting from existing 
methods of liquor control. 


This committee was charged with 
reporting its findings and conclu- 
sions to conference members and 
federal agencies. R. M. Bullington, 
Virginia Alcoholic Beverage Control 
Board, was made chairman. Other 
members are Mrs. John S. Sheppard, 
member of the New York Liquor Au- 
thority, and Arthur J. Palmer, direc- 
tor, Beverage Tax Division, Wiscon- 
sin. 

One of the thoughts stressed in the 
addresses was that the state admin- 
istrators make it possible for the 
liquor industry to continue selling 
branded products. The strip stamp, 
indicia bottle and state policing by 
liquor administrators have helped 
the brand producer, speakers said. 


Stops Bootlegging 


Stewart Berkshire, deputy com- 
missioner, New York Alcohol Tax 
Unit, in describing the New York 
tax-control system, said that though 
some members of the industry may 
think these requirements work a 
hardship in some instances, “they 
have almost completely eliminated 
the practice of selling the illicitly- 
made product of bootleggers in the 
labeled bottles of distillers. 

“The sale of bootleg liquor as such 
is bad,” he continued. “The sale of 
bootleg liquor through the marked 
bottle of the legitimate distiller and 
under his established brand is worse. 
The first is only a fraud on the rev- 
enue. The second is a fraud on the 
revenue, a fraud on the distiller, a 
fraud on the dealer who purchases it 
as genuine, and makes every liquor 
consumer in the country a potential 
victim. The sale of bootleg liquor in 
marked and stamped bottles is rare 
today.” 

Dr. J. M. Doran, administrator of 
the Distilled Spirits Institute, talked 
on achieving a greater uniformity in 
liquor control, reviewing the new 
Federal Alcohol Act. 

“Generally speaking, considerable 
progress has been made in raising 
the character and quality of adver- 
tising,’ he said. “Our own industry 
started a voluntary survey of its ad- 
vertising some months before the old 
code provisions took effect. We be- 
lieve the federal act and the regula- 
tions will provide a sufficient means 
of controlling advertising insofar as 
the federal act maintains supervision 
over members of the liquor industry, 
that is distillers, rectifiers, importers 
and wholesalers, leaving to state ad- 
ministrations the matter of effec- 
tively controlling retailers.” 


Seeks True Temperance 


Edward P. Mulrooney, New York, 
chairman of the conference, was the 
first speaker to recommend the tem- 
perate appeal in advertising. He said 
that he had abandoned hope for uni- 
form state laws and regulations and 
hoped only for the adoption of the 
same basic principles. He said, for 
example, that advertising matter 
which is misleading and offensive in 
Maine should likewise offend in Ore- 
gon. 

Public education is responsible, in 
part, for a confused public attitude 
toward the liquor problems, Edith 
McClure-Patterson, Ohio Liquor Con- 
trol Board, declared in an address on 
liquor and youth. Temperance edu- 


cation of the “hoop skirt era,” she 
found is being taught in public 
schools. 

“From an inquiry sent to our 48 
state directors of education,” she 
said, “replies from 30 reveal that 
compulsory temperance education is 
required by law; ten states set aside 
one specific day for temperance edu- 
cation and three states have no law 
requirements. Most of these laws 
were passed in the 80’s, and the cur- 
riculum content has been prepared 
with but one view-point—that of to- 
tal abstinence.” 

Mrs. Sheppard observed the need 
for defining the word temperance, 
In tracing temperance movements 
back many years, she concluded that 
“temperance is not total abstinence, 
It is moderation, but the word has 
become so distorted from its true 
meaning that today it has, in the 
minds of many people, become prac- 
tically synonymous with total absti- 
nence, 


Too Much Advertising? 


“Attention is beginning to be 
called to the fact that when any ap- 
preciable number of people become 
incapacitated or inefficient through 
the excessive use of alcohol, the bur- 
den on the whole community is in- 
creased through taxes for poor re 
lief, enlarged hospitals and jails. The 
public will not indefinitely be indif- 
ferent to any situation which brings 
about such bad economic conditions. 
Already protests are heard against 
flaunting advertisements of liquor 
designed to build up a demand out of 
all proportion to the temperate use 
of alcoholic beverages.” 

Mrs. Sheppard quoted a business 
paper editorial on the growth of a 
critical public feeling toward the 
liquor business. This editorial as- 
serted that “there is only one effec- 
tive method by which the drys can 
be halted . .. the maintenance of de- 
cency and temperance by the indus- 
try.” That this is understood by some 
members of the liquor industry, Mrs. 
Sheppard said, is shown by adver- 
tisements giving the advice to “Drink 
Moderately.” 

“With a recognition of the im- 


a factor in liquor control, both for 
the community and for the liquor in- 
dustry itself, and an understanding 
of the necessity of eliminating prop- 
aganda, it would seem tc be obvious 
that the liquor control administrators 
should encourage education in real 
temperance based on authoritative 
facts,” Mrs. Sheppard concluded. “The 
public might well demand that sum- 
maries of facts, figures and research 
on the effects of alcohol should be 
on file in the offices of liquor control 
administrators for the information of 
those who wish to know the truth.” 


Capper Adds Tunnicliff, 


Shifts Norris to Chicago 


N. B. Tunnicliff, for the past six 
years with the Chicago office of 
Scripps-Howard Newspapers, has 
joined the advertising staff of Howse- 
hold Magazine. 

J. Felix Norris, formerly in the 
national advertising department of 
the Kansas City Kansan, has been 
transferred to the Chicago office of 
Capper Publications, where he will 
represent radio station WIBW, To- 
peka, Kas., Daily Capital and the 
Kansas City Kansan. 


Ayer Names Deems Taylor 


Deems Taylor, composer, editor 
and music critic, has been appointed 
counsel for creation and direction of 
musical programs prepared by N. W. 
Ayer & Son, Inc. Among the pro- 
grams it is expected he will super- 
vise are those of Ford Motor Com- 
pany, Atlantic Refining Company, 
and the Eno Crime Club’s broadcast. 


Launch “Sentry” Flour 


Sentry Pancake and Waffle Mix, a 
new ready-mix flour made by Breese 
Grain Company, Breese, IIl., will be 
launched shortly through newspapers 
and radio in St. Louis and points in 
Southern Illinois. The advertising is 
being placed by Shaffer-Brennan Ad- 
vertising Company, St. Louis. 


Gets Afanassieff 


Formerly with the American 
Home, and before that assistant to 
the president of Manning, Maxwell 
& Moore, A. P. Afanassieff has joined 
the Eastern sales staff of True Story, 
New York. 
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because Reaver INTEREST! 


@ If you were offered a gallon of oil con- 
taining 14 quarts for $1.39 against a standard 
4-quart gallon of the same oil for $1.00, would 
you hesitate over which to buy? Through its 
Rotogravure Section the Sunday paper prof- 
fers you a value just like that! For according 
to the broadest, most unbiased study that has 
ever been made of newspaper readers—the 
Kimberly-Clark Gallup Survey—the average 


space in the Rotogravure Section has 3% times 


Beth fails in pictures. The great 
rejects her for star part. Like so many 
Beth fails because of a poor skin; an unnecessa 


more reader interest than the average space in 


other sections. And nationally rotogravure costs 


only 39% more than black and white. So, even 


though the line rate for rotogravure is slightly 
higher than that of black and white, the extra 
readers rotogravure gives you repay again and 


again the slight extra cost to which it puts you. 


Each Dollar 
invested in this 
comic section ad 


STOPPED 154 
READERS 


Beal sacts commun os a 
Pie en ae nat 


NOW I'LL 
SHOW YOU 
SOMETHING. 


SEE YOU CLEAN 
YOUR SKIN. 


| ae 


The doctor dampens a piece of cotton with a liquid; 
rubs it gently over Beth's sup ly clean skin. “Oh 
my gracious!” exclaims Beth. “Was all that make-up 
and dirt still in my skin?” 


The doctor's first question: “How do you clean your 
skin?” . .. Beth shows him—rubs and massages her 
face with the best cleanser she knows. 


FIRST pw 
WATER - Tre 
CLEANING LIQUic 
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— BY THE way- 
1 RECOMMENDED 


To your ¥\) _idgt : 
_\ teapinc man, not | /~aar 
& |e mons co. / 


Mm 3 
1S MARVELOUS ee Le 
AFTER SHAVING. | gicidiras 
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RECOMMEND 


TO NEUTRALIZE 
ALKALI AND 
PREVENT DRYNESS. 


Beth learns that her leading man keeps his face “in 
the pink” by using after shaving. 

does wonders for a man s skin—soothes sensitive skin 
—helps nature heal razor nicks quickly. Beth hurries 
to the Drug Store. 


Beth learns to clean her skin as a doctor cleans it— 
with a liquid. She learns that 

scientific cleanser, “lets your s breathe naturally” 
—preventing blackheads and enlarged pores. 


BETH - LETS TAKE THAT 
LAST SCENE NOW. | 
IT WILL BE THE BEST I'VE 
EVER PRODUCED. MY, 
BUT YOU'RE STUNNING! 


? Youve 
STEPPED INTO 
BARGAIN! 

AND 
in A COMBINATION 
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This offer available ONLY in Special Combination 
Package containing both bottles in single carton. 


While the supply lasts, get this bargain package. An extraor- 
dinary opportunity to try —8 new, superior type of 
Skin Cleanser that neutralizes the alkali left in your skin by 
soap and water... removes dirt and stale make-up that other 
cleansers cannot touch. Clean your skin as a Skin Specialist 
would clean it. Use a liquid. Use 

For this combination package you pay only 35c. You get 
0 60c value — both a bottle of anda bottle of 

the fastest-selling Skin Protector in America. Buy’ 
special 35c combination 


AT ALL DRUG AND DEPARTMENT STORES 


ith every 35c Bottle | 
of 


package At Once 
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1| 5 3% TIMES GREATER 


Coenee, Besg 
DOUBLE YOUR MONEY BAY 


DOES YOUR mirror reflect teeth as beauti- _ tooth really clean. At the same time, a 
fully bright and sparkling asthose shown cial, grit-free polishing ingredient gen! 
in this picture? If not, follow these simple —_ brings back the natural lustre of your teet 
directions:— Millions of people in 72 countries use 
Ghdeeebne ay and prefer this double-action dentifrice. 


denti id ; 
Brush your teeth with it for two minutes bGese Geena sneneunen oe 


d tal Cream than any other. 
at least twice a day until it is all used up. Why don't you start using this famous 
Then look in your mirror. 


toothpaste? Remember, you'll get those 
If you do not honestly admit that your whiter, sparkling teeth you've always 
teeth are cleaner, brighter than ever be- wanted—or double your money back! 


fore, send the empty tube to 
20: 


We will gladly send you 

a check for twice the price you paid for it. LARGE SIZE 

This same guarantee also applies to Siem, Guar 
Dental Powder. 


We can back Dental Cream 
with this startling guarantee because it 
has two cleansing actions instead of one. 
Its penetrating foam gets down into 
crevices between the teeth —gets the whole 


PREFER POWDER? 
Deatal Pow- 
ane «MEY Rivesthe same ameaz- 
ioe results, sells at the 

same low prices. 


@ As an example, compare the effectiveness 
of these two advertisements. Both advertised 
toilet articles. Both appeared in the same paper 
—in the same city—on the same day. Yet one 
of them—the ad which ran in rotogravure 
space stopped more than three times as many 
people per dollar as the other. In this com- 


parison is a lesson which no one who creates 


Each Dollar invested 


STOPPED 513 READERS 


in this 
rotogravure ad 


or pays for advertising can lightly dismiss. 
For the two ads exemplify what is best and 
most effective in newspaper copy approaches. 
Yet the rotogravure ad tripled the reading 
results of the comic ad. There’s positive proof 
that the additional reader interest in rotogra- 


vure means additional readers for your adver- 


tising messages and lower costs for advertising. 
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can do it better with ROTOGRAVURE 


@ Your advertising will have a better chance to be seen, more chance data on the effectiveness of different illustrative and copy themes. These 
to be read, if it’s in the Rotogravure Section: because the reader interest facts, are not only interesting, but vitally important to you if you prepare 
of the Rotogravure Section is rivaled in the Sunday paper only by the or pay for advertising. The 52-page book in.which all the findings of 
reader interest of page | of the first news section. This is the most the Gallup Sunday Newspaper Study are now published is entitled, 
important fact brought out in the Kimberly-Clark Gallup Study which “Let 4,979,875 Newspaper Readers tell you what they read on Sun- 
took more than 3 years to complete. But in addition to it, other facts day.” A request addressed to our advertising office in Chicago will 
were uncovered which deal with the preparation of ads, give specific bring your copy to you. 


Established 1872 * Neenah, Wisconsin 


NEW YORK CHICAGO LOS ANGELES 
122 East 42nd Street 8 South Michigan Avenue 510 West Sixth Street 
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SUNKIST CITRUS 
GROUP REPORTS 
BANNER SEASON 


Marketing, Advertising Cost 
Is 4% of Gross Sales 


Los Angeles, Cal., Nov. 21.—The 
California-Arizona citrus industry 
sold 108,616 carloads of oranges, 
lemons and grapefruit, an all-time 
record volume, for a return of $97,- 
439,401 f.o.b. shipping point, in the 
face of unusual marketing problems, 
Paul S. Armstrong, general manager 
of the California Fruit Growers Ex- 
change, says in his annual report 
for the season ended Oct. 31. 

Sunkist advertising by the Ex- 
change exceeded $2,000,000 for the 
year. The annual report emphasizes 
the work done by advertising in 
stimulating demand for citrus fruits. 

The packed fruit shipments of the 
Exchange amounted to 52,616 cars of 
oranges, 2,253 cars of grapefruit, and 
17,675 cars of lemons, plus 8,142 cars 
of loose fruit, for a total of 80,086 
carloads, approximately three- 
fourths of the entire fresh citrus 
fruit business of the two states. Ex- 
change shippers received, f.0.b. pack- 
ing house, $72,399,390, the value of 
the few cars yet unsold being esti- 
mated. The delivered value to the 
wholesale trade was $106,963,196. 

The shipments of 108,616 cars were 
20,000 cars ahead of last year and 
returns increased $6,500,000, the de- 
livered carload value of the crop 
reaching $144,411,851. 

The average cost of all Exchange 
services, except advertising, was 
5.31 cents per box, an operating cost 
of two per cent of delivered value 
or 3 per cent of f.o.b. returns. 


Two Per Cent For Advertising 


The investment in national adver- 
tising, Mr Armstrong reports, was 
five cents a box on oranges, ten 
cents a box on lemons, and three 
cents a box on grapefruit. “In addi- 
tion,” his report says, “when the 
marketing problem of the bumper 
Valencia production became fully 
apparent, it was voted to expend 
another two cents per box on the 
entire crop of that variety. This 
makes a total cost for both mar- 
keting and advertising of four per 
cent of the delivered value or of 
gross sales, which is the term more 
commonly used.” F 

Including the $279,065 derived 
from the emergency assessment, the 
advertising investment for the 
season amounted to $1,451,514 on 
oranges, $581,062 on lemons and 
$34,692 on grapefruit, a total of $2,- 
067,269. 

This sum of $2,067,269 brings the 
total advertising investment to date 
since Sunkist advertising started in 
1907 up to $21,642,277. Of this, Mr. 
Armstrong points out, nearly 40 per 
cent has been invested in the last 
five years and 68 per cent in the last 
ten years. 

During the year, the Exchange 
employed magazines, newspapers, 
street car cards, 24-sheet posters, 
color pages in Sunday newspapers, 
neonized paint signs, express wagon 
Posters, and spot radio announce- 
ments. 

In an intensive test campaign dur- 
ing the 1934-35 season, definite in- 
creases in the sales of lemons, were 
secured in the test areas, in com- 
parison with control cities not in- 
cluded in the test campaign, the 
report declares. 

The campaign was conducted in 
specially selected markets to deter- 
mine the possibilities of increasing 
the consumption of lemons through 
one or more new uses which had 
been under investigation. News- 
papers, radio advertising, and dealer 
service work were extensively em- 
Ployed. 


Much Educational Work 


Sunkist educational material en- 
joyed an increase during the year. 
Total placement was effected of over 
5,500,000 pieces of literature, a 500,- 
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This advertisement, created for use in 
New York papers during auto show 
week, caused so much favorable com- 
ment that it was also used during Chi- 
cago auto show week, and as the base 
for current magazine copy. James R. 
Adams of MacManus, John & Adams, 
Inc., gets credit for it. 


000 gain over the 1933-34 season. 
This material was sent out in re 
sponse to coupon returns from ad- 
vertisements in teachers’ magazines, 
returns from direct-by-mail offers, 
or direct request by correspondence. 
Individual contacts with leaders in 
this field totaled over 60,000. Educa- 
tional material included health book- 
lets, and motion pictures. 

Requests for the Sunkist recipe 
book and lemon beauty booklet 
reached a new high mark during the 
year, totaling around 425,000, Mr. 
Armstrong reports. 

Thirty-one Exchange dealer serv- 
ice men made 57,793 trade calls, ex- 
tending merchandising cooperation, 
while advertising media under the 
supervision of the Exchange men, 
gave merchandising service to 26, 
431 more, making a grand total of 
94,224 dealer contacts. 

At the start of the 1934-35 season, 
the citrus industry, as in several 
previous instances, was confronted 
by a difficult marketing situation. 


Faced Unusual Conditions 


“Faced with a crop far exceeding 
all previous ones,’ Mr. Armstrong 
reports, “first we have witnessed a 
substantial reduction in the Florida 
supply caused by a severe freeze, 
and then have experienced a well 
maintained consumer demand, stimu- 
lated by advertising, a demand bet- 
ter than could reasonably be ex- 
pected in the light of prevailing 
conditions, accompanied by an un- 
precedented export opportunity—all 
of which have combined to establish 
records for the industry in 1935.” 

Export sales by the Exchange 
reached 5,600 cars, to 70 foreign 
markets, not including Canada, far 
ahead of any previous season. 

In regard to the industry’s rate of 
expansion in recent years, Mr. Arm- 
strong cited an increase in total 
U. S. shipments of all citrus vari- 
eties from 117,465 cars, average, for 
the five-year period ending with 
1929, to 163,029 cars for the 1934-35 
season, an increase of 39 per cent. 
Oranges increased most, 42 per cent, 
lemons 20 per cent, and grapefruit, 
40 per cent. 


Reliance Appoints Waddell 


Reliance Graphic Corporation, New 
York, direct mail organization, has 
appointed C. Eugene Waddell, Pitts- 
burgh agency executive, vice-presi- 
dent in charge of all Middle Western 
accounts serviced by Reliance. Mr. 
Waddell will establish offices in 
Mansfield and Cleveland, O., in addi- 
tion to his Pittsburgh headquarters 
in the Grant Bldg. 


Eppy to Kay Displays 

Samuel B. Eppy has joined the 
sales promotion department of Kay 
Displays, Inc., New York, devoting 
his activities to the Kay “Display- 
of-the-Month” battery-operated turn- 
table promotion. 


“Journal” Names Hall 


A. F. Hall, for the past six years 
assistant manager of national adver- 
tising, and before that, with the mer- 
chandising service department, has 
been appointed national advertising 
manager of the Milwaukee Journal. 


Young Art Instructor 
Wins Walker Prize 


Judges in the $1,000 competition 
sponsored by the Walker Engraving 
Corporation, New York, this week de- 
clared Jack Green, 25-year old in- 
structor at the Commercial Illustra- 
tion Studios, the winner. His col- 
laborator was Therman Rotan, pho- 
tographer, Frick Art Reference Li- 
brary. 

Sixty-five advertisements were sub- 
mitted, from which judges in a pre- 
liminary sitting selected 12 to be com- 
pleted with engraving and typog- 
raphy. The Green-Rotan advertise- 
ment used as illustration a cat from 
Rotan’s book, “Five Cats From Siam,” 
just published by McBride’s. 

The other 11 which underwent final 
judging were entered by Frederick A. 
Jacobson, Collier’s; Harford Powel, 
Kimball, Hubbard and Powel, Inc.; 
Harold Alfred Bowman, artist of 
Kimball Hubbard and Powel, Inc.; 
Egbert G. Jacobson, Container Cor- 
poration of America; Elizabeth 
Stroud, Hercules Powder Company; 
Allan Finn, associate editor, Literary 
Digest; Fortunato Amato, artist; 
Stanley Nowall, Electrographic Cor- 
poration; Ervine Metzl, artist; and 
Nelson Gruppe, with Kenneth W. 
Slifer collaborating. 


Agency to Move 
Ebersold-Oliver, Inc., Chicago, is 
leaving 812 W. Van Buren St., in 
favor of enlarged quarters at 107 N. 
Wacker Drive. 


Home Life Facts 
Are Revealed by 
Macfadden Study 


New York, Nov. 21.—The editors 
of True Story, operating through 
the Bernarr Macfadden Foundation, 
are uncovering data of interest to 
advertisers in a survey designed to 
reveal editorial preferences of read- 
ers. The general purpose of the 
study is to ascertain what consti- 
tutes ideal marriage. 

The majority of those covered in 
the survey belong to the white col- 
lar clerical and wage-earning classes. 
A small minority are in professional 
fields. 

Returns show the average age at 
marriage is around 23 years for men 
and 19 years for women. A husband 
most appreciates in his home life, 
in the order named, children, good 
meals, attractive home and the wife’s 
social ability. 

New York is the only state of the 
five so far tabulated to express an 
initial preference for good meals, as 
compared with children. 

The two New England states of 
Massachusetts and Connecticut are 
shown to have almost a two years’ 
higher marriageable average than 


New York and _ “Pennsylvania. 
Couples in the latter state had the 
highest average income when mar- 
ried, with New York second, and 
with Vermont the lowest. 

A majority of two-and-one-half to 
one approve having a wife interest 
herself directly in her husband’s 
business affairs. 

Some of the other questions with 
which the survey is concerned cover 
the religious factor in marriage, the 
effect of the depression on the mar- 
ital state, insurance arrangements 
and family savings accounts. 


Dr. Stanton Joins 
CBS Market Research 


Dr. Frank N. Stanton of the de 
partment of psychology, Ohio State 
University, has been appointed to the 
market research department of the 
Columbia Broadcasting System, Inc., 
New York, under John H. Karol, di- 
rector. 

Dr. Stanton conducted the psycho- 
logical studies of audible vs. visual 
advertising media at Ohio State last 
year, is author of “Memory for Ad- 
vertising Copy Presented Visually vs. 
Orally,” “A Critique of Present Meth- 
ods and a New Plan for Studying 
Radio Listening Behavior.” He was 
also engaged previously in display 
advertising and engraving, having 
conducted research on legibility of 
various paper surfaces. 
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NO ELECTRICAL PLUG-IN 
NECESSARY 


means more sales in the store 


A moving message in the window at the point 
of sale, immediately attracts attention. Active 
eyesight automatically catches any moving 
impression. Motion will increase your sales 
impression circulation at the point of sale in 


true relation to trade and traffic. 


THE UNIT — 


Again the American Safety Razor Corpora- 
tion selects the medium of motion displays 
to stimulate the sale of Gem Blades. 
new control contact pendulum motor was 
selected to do the job. 


Our 


Our unit is compact, fool proof and econom- 
ical. It arrives at the retail store ready to op- 
erate for a period of two weeks on one set of 
two standard dry cell batteries. It needs no 
attention by the dealer. Let us work with you 
in applying this motion to your requirements. 


CINCINNATI 
320 Beech Street 


NEW YORK 
52-V E. 19th St. 


CHICAGO 
205-V W. Wacker Dr. 


BALTIMORE 
420 Cross Street 
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N. Y. FAIR TRADE 
SUIT DECIDED IN 
FAVOR OF MACY'S 


New York, Nov. 19.—Morris L. 
Ernst, counsel for Doubleday, Doran 
& Co., book publishers, began prep- 
arations today for a speedy appeal 
from yesterday’s decision of Su- 
preme Court Justice Frederick P. 
Close in White Plains, N. Y., declar- 
ing the Feld-Crawford State Fair 
Trade Act unconstitutional, in an 
action brought to restrain R. H. 
Macy & Co., Inc., from cutting book 
prices. 


The constitutionality of the act 
was upheld Nov. 1, in another action, 
by Supreme Court Justice Philip A. 
Brennan in Brooklyn, N. Y. At that 
time an injunction was granted re- 
straining Samuel B. Angert, retail 
druggist, from selling razor blades 
manufactured by Cooper & Cooper, 
Inc., at 14 cents for five instead of 
25 cents for five. 

The statute, which was enacted at 
the last session of the state legisla- 
ture, was designed to provide state 


support for the National Recovery 
Act and, in the event the federal law 
was declared invalid, to substitute 
for it within the state. 


It offered the producers of trade 
marked, branded and nationally ad- 
vertised goods in open competition 
with similar articles, the authority to 
fix by contract with distributors and 
retailers, prices at which the prod- 
ucts could be resold. It was hoped 
that this statute would prevent un- 
due competition among retail out- 
lets by eliminating loss-leaders. 


A Friendly Action 


The Doubleday, Doran suit for in- 
junction was a friendly action in 
which both the publishing company 
and the department store admitted 
the facts involved, and through 
which they were interested in obtain- 
ing a clear test of constitutionality. 
It was planned at this time in order 
to determine its effect on the pre- 
Christmas gift trade. 


Justice Close indicated that the 
constitutionality of the law, not its 
justice, was the issue. He cited sev- 
eral instances of legislative powers 
authorizing contracts fixing retail 
prices. Attempts by the legislature, 
however, he said, to fix the selling 
prices of “ordinary commodities and 
services” had 
clared unconstitutional. In one in- 
stance, that of the People vs. Gill- 


uniformly been de- 


son, a statute designed to eliminate 
price cutting of foods by the gifts of 
premiums with sales was found un- 
constitutional. 


“I am not unmindful,’ he con- 
tinued, “of the line of cases where 
price discrimination has been re- 
strained where its purpose was to 
destroy competition of any regularly 
established dealer or to prevent com- 
petition of any person who, in good 
faith intends to become such dealer; 
but such is not the case here. 


“The use of so called ‘loss-leaders’ 
is to attract customers and is no 
more destructive of competitors than 
are other forms of advertising that 
attracts public attention. 

“Assume that the defendant sold 
the article at the same price as the 
retailer-plaintiff and gave a _ gift, 
prize or premium with each article 
sold. The same result would be ob- 
tained.” 


“Inland” Promotes Cook 


Richard Cook, Inland Topics, Chi- 
cago, has been named Eastern di- 
rector of the magazine, with offices 
at 9 E. 40th St., New York. 


“Golfer” Appoints Hastie 


Pacific Coast Golfer, San Fran- 
cisco, has appointed J. W. Hastie, 
New York, as its eastern advertising 
representative. 


"Pix stant small, Mh.F J & F!” 


DON’T care a tinker’s tink whether 
your appropriation is large, small, or 
medium-size. Nor whether you want to 
start with a test campaign on one station, 
or one hundred. What we are interested 
in is to show you how your dollar can pay 
you big returns through the intelligent 
use of a spot radio campaign. 


Not that we don’t like big billings. But 
we, and these stations we represent, 
firmly believe we can make more money 
and have more fun by passing up an im- 
mediate dollar occasionally, and devoting 
our best efforts to helping more national 
advertisers to start right and to get 
results in spot broadcasting. 


FREE, JOHNS & FIELD, INC. 


: Associated with Free & Sleininger, Inc. 


Radio Station Representatives 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 

110 East 42nd St. 180 N. Michigan New Center Building Russ Building C. of C. Bldg. 

Lexington 2-8660 Franklin 6373 Trinity 2-8444 Sutter 5415 Richmond 6184 
wcsc .... Charleston WDRC(CBS) .... Hartford WPTF(NBC) ... . Raleigh 
WIS (NBC) . . . Columbia WKZO(NBC). . . Kalamazoo nan aan. San Antonio 
WAIU.... . Columbus WNOX (CBS) . . . . Knoxville - ++ + Tampa 
WDAY (NBC) .. Fargo a KALE .... .. Portland 


KTAT (SBS) . Fort Worth 


WMBD (CBS) ..... 


and 
Southwest Broadcasting System 


NEW PASTE TESTED 


This display is one means being used to 
introduce Sunny Smile tooth paste, prod- 
uct of Sunny Smile Products Company, 
Inc., to the Philadelphia market, where 
it is being tested. Newspapers, radios 
and window streamers are also being 
used. H. M. Dittman Advertising, Phila- 
delphia, is the agency. 


Rhodes, Veteran 
Representative, 


Dies Suddenly 


Chicago, Nov. 21.—Funeral serv- 
ices were held here Tuesday for 
William E. Rhodes, president of 
Rhodes and Leisenring Company, 
who died Saturday at El Paso, Tex., 
en route to Tucson, Ariz., where he 
hoped to regain his health. After 
the Chicago services, the body was 
removed to New London, Ia., Mr. 
Rhodes’ boyhood home, for  inter- 
ment. 

Mr. Rhodes, who was 56 years old, 
was a pioneer in representing maga- 
zines in the national advertising 
field, and at various times served 
some of the country’s most impor- 
tant publications. 

He began his business career with 
the Meredith Publishing Company, 
Des Moines, Ia., and in 1899 opened 
an office in that city to represent 
publishers. In 1900, he moved to 
Chicago to serve People’s Popular 
Monthly, one of the Meredith papers, 
and in 1912, formed the Rhodes and 
Leisenring Company, with offices in 
Chicago and New York, 


Promotes Baseball 


During Off Season 


The Sporting News, published by 
Charles C. Spink & Son, St. Louis, 
Mo., is reaching baseball fans in- 
terested in the game the year ’round 
through a schedule of advertisements 
on a series of 11 articles by Hugh 
Fullerton of the major league teams, 
now appearing in the News. 

Dailies carrying the advertising in- 
clude Boston Post, Chicago Tribune, 
Columbus, O., Dispatch, Dallas News 
Journal, Los Angeles Examiner, 
Memphis, Tenn., Commercial Appeal, 
New York World-Telegram, St. Louis 
Globe - Democrat, Post - Dispatch and 
Star-Times, and the San Francisco 
Chronicle. 


NRDGA Publishes Guide 


The first issue of “The Retailers 
Calendar and Promotion Guide, 1936,” 
planned to aid store executives, news- 
paper advertising executives, adver- 
tising agents, radio executives and 
others in preparing advance promo- 
tions, will be released within a week, 
Frank W. Spaeth, manager of the 
sales promction division of the Na- 
tional Retail Dry Goods Association, 
New York, has announced. 

Designed for wall or desk use to 
stimulate advance thinking and crea- 
tion of real business building ideas, 
it lists events like “National Baby 
Week” and suggests typical timely 
promotion ideas. 


Miles In A. N. A. 


Dr. Miles Laboratories, Inc., Elk- 
hart, Ind., has been elected to mem- 
bership in the Association of National 
Advertisers. Herbert S. Thompson 


will represent the company in the 
A. ON. 


Newest Ford 4 
Program Will 
Start Dec. 1 


New York, Nov. 21.—Heading the 
list of new sponsored attractions 
which will make their initial appear. 
ances on the air during the coming 
week is the new series for the Lin- 
coln-Zephyr, which is being launched 
by Ford Motor Company. 
This series, which will be heard 
from 2:30 to 3 p. m., EST on Sunday, 
with a rebroadcast at 5:30 p. m. for 
the West Coast, will begin Dec. 1 
over 43 stations of the Columbia net- 
work. It will originate in Detroit, 
and will feature Jose Manzanares 
and his South American orchestra. 
N. W. Ayer & Son, Inc., is the agency, 
Another addition announced this 
week is the signing of Eleanor 
Powell, singer and dancer, to appear 
regularly on the “Flying Red Horse 
Tavern” program of Socony-Vacuum 
Oil Company, which is heard over a 
WABC-Columbia network each Fri- 
day at 8 to 8:30 p. m., EST. 


Hopkins Joins “Review” 


J. M. Hopkins, at one time asso- 
ciated with John Irving Romer as 
general manager and one of the own- 
ers of Printer’s Ink, has resigned 
from the Universal Magazine Com- 
pany to become general manager of 
Review of Reviews, New York. 


Represents Cuban Fair 


The Cuban International Exposi- 
tion, to be held Dec. 21 to Jan. 10 
under the joint sponsorship of the 
Havana Post and El Mundo, has 
named Phillip Andrews, New York, 
as director of exploitation in the 
United States. 


C. S. Avery Dies 


Charles S. Avery, former publisher 
of the Norwich, Conn., Evening Rec- 
ord, now owned by The Bulletin 
Company, died Nov. 12 of pneumonia, 
following a brief illness. 


W 


| CLEVELAND | 


Leadership 


For the second time 
in the last three years, 
“Variety” gives WHK 
highest ranking for 


showmanship among 


Cleveland stations. 


This rating, awarded 
by the acknowledged 
authority in the field, 
points the way to suc- 
cessful time-buying in 
Cleveland. Choose the 
leader not only in 
showmanship but also 
in audience preference, 


advertising revenue 


and coverage per dol- 
lar—WHK. 


WHK 


1311 Terminal Tower, 
Cleveland, Ohio 
H. K. CARPENTER, Gen. Mgr. 
C. A. McLAUGHLIN, Sales Mgr. 


FREE & SLEININGER, Inc., 
National Representatives 


: | ee Pe N 
‘ | een ese cae AE LARS SR Ao LS SS ta 
seg eee Rae _—_——$?$ $s ee 
2 es j | —_ 
z ae kaye Nar =: s | . 
| , = hk 
. , A a Be , 
: : asain } a Me “4 ” 
: | ee . {pe eee ee : 
eo | 
rated he | | 
+ ee | Pe | im TOOTH POWDER. 
eRe a es 7 
Rote ys —_-™ ‘SUNNY SMILE ea 
ci he oe gS a 
sca ieee mM WERE EI 
eh ai) PH pete Nate? Me, ees eo " | 
Pe eae OCT Power 
102 ee IN BASE ean : Ee ‘ 
sea et | ee a ee , ee 
i : : : APR eran ow vs 
ee ; es Rapeage| SUNNY 
Be ins ee Ske | 
te | rere eager | 
7a 
yore Ags om | 
eee 
ee _ ee 
of Phe Be ENE SS eee 
eT ey ee 
: eS a a SA eas ww “Ce -a_ 
no ek CU a /** —<— i -Cti“<ti‘ #CrS > 
f can al T.. : is Hee heed | a one) Pye re * . 2 ca << \ ‘a at aud 
oS ae dey. Gioe | Oaee fe 
Sy lpncs BP Se yo] sal ve a | - 4 
ik Veeseiiter | Wad aR heg ) 
ii q | | aa areal re | see’ & _ ee ; TO | | Bae ; —--- 
: | Sa | a TS Moree | ahs : iY? i } a. | 
— wey ee. ST SO SS oe hy \ 3) J ie , é 
a eA ee. Oy Rive ae 
hed oes 28 Lo ge an J ay SS iia "4 oe | Bes 7 
ae SS ae = 2 a een. gee ay a Oa nS ges : ny *. | yy . i : af — t a |! i 
C : NS  *» er. ei : Ti a — | | > > 3 
| eo SO SST ea piel 
ae ee : a meee ae yy ;) mM] wh — 
I Se : enc Sema = Aakare we ‘ chan 3 eos by W wl ™~ ‘ 
ae uae ; ae . ie oie ae i Via ; ah j ~~ ¥ . 
Se vas ; eg = a m%)~ ) SN ~ 
en ty ae oe caneret pice eet ee a. Soh | | ™~ | | | 2 
See a ll aN | ' 
Sg alah NR, pa msl 
ay \ 
‘ ne Ee ae f See abate cs aisect ee SS : ma: il / 
ee 7 se OEE Sy: a ,. ee Sy By!) \ | ™ | oS A | ~ | 
: Fs gets iE Ae mea, gets . —! ™ Vee 
one a lt a os a ere ss. . ' ~“ | Y | ™ ~ * 
ication) Se 0 ws se 
Ce ee ae — (on Mays \ Wie pang 
a he eee i ae Pos + ea i oe Sa a | | ~~ | WZ ., 
Deena ae Glee Oe — ; ion Ooms Ss ese : ~ gg. : | | ~ J 
ee ope Ae ta . ie ff: op a ase » ee a 
path cen ot Se ty oe. he ll Vy. MH at mm | , 
Wet ha es > } as oe <n +, ies a i ee ee A ‘ — \ / t \ Vi ~ 
= er as Fe Bee hy Rapes ty Sx 4{[>~@ 7, | ; 
4 eS eee Sree ~ ; ~ i oe f,-.0.0 
ie “ ie” ee at fel. $4 = =| = | ibs pee ne Sty, Te 
en slew ha Sk Pe Se i Se _ ‘ 
pS cag oe ine eet | ¢ 2 a “wean | 
irate pons > ee Poems wes Bi - j = it . yw 
ae ae i ce PS oS ees ; WS il “y aches ee : hg Sle : AS 
eee ne ie CT bia b i 4 <= cf 
: : Spats = / y & 7 TP ae ee ? ¢ 7 \ = a ret Ae ; a pf : ag >" = a 
ae ; “As di IEE EE a ae | ee fp 
_ se aa oa a |} i 
coe oe ee 
a 
nee 
Sees: 
eat 3 5 ee ai 
a 
Ge eee 
Soe an 
5 ples ete as ease a > 
; ee 
| ee 
| a 
a 
: sceniemiaalaaniaeaieds: 
ese, sone ae. aa oe aera, Ei Mea eae Rees ee ire aerate Ces ge eee ee 1g Sea: Bei oaa ae: Sen iatct je ple hea ey a te ere eS Si Re et ee oo Se re eS etree ls Serena Mr pa "pe 
OL RS, oN ag cee en UL Rer ger Vin SR aire erga ge a urce 4  nnne Me nee Ore egress Mee eo | Team Pye Men neaenneee crete A COC MON Cas PEER ane NEE AT tap pe ay CUI NIG, UAT oy ARM EIR STE NLT ie ae EE RBT OR SOE SEC RA TRAE oa saMemN A or ey, Me hs 
eo EE FA Bei at fai AS Ne bs ae See orga . RONEE pape manne. ARS ot Tei oe: he ieee Bean? YD See : eee : Re oe re re gee 


935 


; the 
tions 
pear- 
ming 

Lin- 
iched 


leard 
nday, 
1. for 
ec. 1 
4 net- 
troit, 
nares 
stra, 
ency, 

this 
eanor 
ppear 
Horse 
cuum 
ver a 

Fri- 


November 25, 1935 


ADVERTISING AGE 


— 


Macfadden Emerges from America’s Six 
Year Debacle with the Largest Voluntary 
Magazine Circulation in the World 


Rather an amazing result to fall within the life of 
one man who began with a single publication about a 
third of a century ago. But its importance lies not 
merely in this outstanding achievement of Macfad- 
den, but in the far more broadly si 
is happening in America and which has not yet been 
put into words. 

And it is this significant thing that is happening 
in—not to—America (nothing is happening to 
America) that brings us back once more to these 
editorial pages which had consideration amongst 
thinking minds a few years ago. 


This significant thing is the psychological change 


that has taken, and is taking, place amongst a great, 
broad mass of American people—a change which 
gives assurance that some of the ideas and ideals of 
the past can find fulfillment. That change being the 
settling down of a great mass of people from a 
useless and untidy waste of wild expenditures to a 
stabilized demand for useful and usable goods. And 
this will be the subject of these pages to follow. 
In other words, the emergence of an entirely new 
market as America itself emerges. 


x kk *& 


It is interesting to note, at the start-off, that 
the beginning of this significant change, which is now 
in full flow, must be credited entirely to the great 
manufacturing interests themselves of these United 
States. 

The concept of this new era in American affairs 
began with important big employers themselves who 
clearly saw where their mass production schedules 
were leading them, who clearly understood that new 
mass markets had to be ital to absorb that mass 
production, and who consciously changed the whole 
course of world history in their effort to achieve this 
result. 

Russia talks about her economic revolution. That 
economic revolution started right here in these 
United States when America first discarded the age- 
old idea of labor as a commodity and, by voluntarily 
raising wages and shortening hours, created the 
brand new idea and ideal of labor as a market; thus, 
changing the very basic tenet of the whole capitalistic 


system, and doing it far more intelligently than 
Russia ever dreamed of. 


*Voluntary circulation is the number of copies of a magazine that 
people will buy, issue by issue, if left to their own devices. 


ignificant thing that 


But that is now an old story which need not be 
repeated here. It may be interesting to remember, 
however, that the story of that tremendously impor- 
tant change in the economic set-up of the world was 
first put into words in a similar series of these pages 
sponsored by Macfadden Publications nearly ten 
years ago. 

That new concept of a participating world—a 
world that was at once maker and user—had its first 
set-back in 1921. And nobody knew just why. No 
sales manager who had a big production schedule 
on his hands will ever forget those early post-war 
days. He didn’t know where his markets were nor — 
how long they were going to last. Every market he 


dealt with was as unstable as a whirling feather in a 


gust of wind. The only mass market that could be 
counted upon was the steady demand for pink silk 
shirts and green silk socks, accompanied by a riot of 
powder and perfume. And the result was the crack- 
up of 1921. 


The second set-back of this new concept of a par- 
ticipating world came, of course, with the great 
debacle of 1929. And that will be taken up more 
fully in later pages. Suffice it to say, for the present, 
“debacle”, not “panic”, is the word to use in relation 
to 1929. Debacle—a sudden disruption—as when a 
mighty river breaks its dam and rolls down over the 
peaceful people below, with “panic” merely the 
helter-skelter activity that follows it. Debacle, the 
gathering of forces too great at the top, with outlets 
too narrow at the bottom. 


It was evident even then to minds that 
something was definitely lacking in the plan. But the 
world moves fast. Even since that time changes of 
such significance have taken place that a whole new 
world is opening up to us. 


These changes and their significance will be dis- 


_ cussed in the pages to follow. It is hoped they will 


again put into words what America has been 
putting into deeds. 

The fact that Macfadden has emerged from this 
six year period with the largest voluntary magazine 
circulation in the world is an important fact in verify- 
ing these changes and a most important factor in 
pointing up their significance. 

But the most important things are the changes 
themselves which give assurance of wider and more 
substantial markets, as America itself emerges. 
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HOTEL MEN TOLD 
GROWTH OF STATE 
TOURIST DRIVES 


Association Gives Support to 
Duffy Copyright Bill 


Atlantic City, N. J., Nov. 19.— 
Hotel advertising, appropriations by 
state legislatures for travel promo- 
tion, and the Duffy copyright bill, 
were among subjects receiving close 
attention at the annual convention 
of the American Hotel Association 
of the United States and Canada 
here last week-end. 

Only eight states have appropri- 
ated funds from their treasuries to 
advertise their attractions to tour- 
ists, Glenwood J. Sherrard, Boston, 
chairman of the association's travel 
committee, reported to the 1,000 
hotel men in attendance. 

Bills are pending and expected to 
pass in two other states, he said. 
In six other states, private agencies 
have spent money for tourist adver- 
tising. This type of advertising, he 
said, has reaped rich returns. 

New York State this year for the 
first time provided a publicity fund 
of $100,000, he pointed out. The 
All-Year Club of Southern California, 
a private agency, has spent $167,000. 

“That promotion of this kind pays 
is indicated by the fact that with 
increased appropriations in Maine 
and other New England States this 
year, tourist business has increased 
from 20 to 40 per cent,” Mr. Sher- 
rard declared. 

The Maine Publicity Bureau this 
year used 141 advertisements in 29 
newspapers, compared to 122 in 29 
papers last year, in addition to its 
national magazine program, and has 
received excellent results, he said. 

Mr. Sherrard reported that tour- 
ist business in California is 35 per 
cent ahead of last year and that 


these tourists have spent $235,000,- 
000. 


Tells of Foreign Copy 


Approximately $750,000 is being 
spent a year on travel promotion b) 
states and private agencies in the 
U. S., in addition to sums spent b 
railroads, steamship lines and bu: 
lines, he said. 

“The United States government, 
however, never has made any ef- 
fort to promote travel to or within 
this country,” Mr. Sherrard de- 
clared. In contrast to this, there 
are 57 foreign tourist information 
bureaus, supported by their respec- 
tive governments, established in 
New York City. These distribute 
thousands of folders, booklets and 
other literature to prospective trav- 
elers, colleges, tourist agents and 
other places. This is removed from, 
and in addition to, the advertising 
and business promotion done by 
many foreign railroads and steam 
ship companies with offices in this 
country. 

“Six years ago a Department of 
Commerce report estimated Ber- 
muda was spending $50,000 to en- 
courage travel; Canada, including 
the Canadian National Railways 
$3,000,000; Cuba, $156,000; Germany 
$750,000; Italy $244,000; Japan, 
$135,000; Switzerland $300,000; and 
Great Britain $60,000. All these for- 
eign agencies have reported an in. 
crease in travel to their countries. 


Lists Expenditures 


“It is my firm belief that hotel 
men can do more to promote travel 
in the United States than can any 
other organization or means, even 
including a government appropria- 
tion.” 

Mr. Sherrard listed annual state 
travel promotion expenditures, by 
state or private agencies, as follows: 
California, $167,000; Connecticut, 
$42,000; Kentucky, $50,000; Maine, 
$100,000; Massachusetts, $100,000; 
Michigan, $100,000; New Hampshire, 
$94,000; New York, $100,000; Ohio, 
$25,000; Pennsylvania, $20,000; 
Rhode Island, $11,500; Vermont, $32,- 
000; Washington, $30,000; Wiscon- 
sin, $50,000; and New England, $96,- 
000. 

He said the German tourist of- 


“WE SOLD 


a year’s production of Limestone 


in 7 months through our 
KEX program 
says NORRIS B. STONE 


Bowne & Stone, Sales Agents for Dallas 
Ground Limestone 


REGON’S most powerful ra- 

dio station proved a “natural” 
for Limestone Products Company. 
The excellent NBC programs plus 
broadcasts dealing with commu- 
nity interests are eagerly awaited 
by farmers of this section. These 
people buy limestone for their 
soil—and how they did buy it 
when KEX was put on the job. 
“Our entire season’s output was 


sold in seven months. This record is entirely due to our KEX broad- 
casts, as this was the only advertising done,” says Norris B. Stone. 
KEX commands a tremendous audience in one of America’s richest 
markets. In addition to NBC programs, it broadcasts all important 


civic and sectional affairs—and 


all major sports events including 


boxing, wrestling, hockey, baseball and horse racing exclusively. 


KEX is operated 


by Portland’s fastest growing newspaper— 


THE OREGONIAN 


Read the KEX booklet before media lists are prepared. 
It tells how to crack this rich market—economically. 


Oregon’s Most Powerful Station 


KEX 
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Represented by Edward Petry & Co. 
New York, Chicago, Detroit, San Francisco 


TREND OF NEWSPAPER ADVERTISING IS SHOWN BY CHARTS 
TREND OF TOTAL NEWSPAPER ADVERTISING 


—— 
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These charts, prepared by Media Records, Inc., show month-by-month trends of total and national advertising linage in the 
newspapers of 52 cities, from January, 1928, through October, 1935. 


fices in New York and Chicago put 
out 1,000,000 pieces of literature. 

Governor Louis J. Brann of Maine 
told the association that his state is 
delighted with results from its $100,- 
000 appropriation. 

“We had one of the best seasons 
on record,” he said. “Our tourist 
business now is worth $100,000,000 
a year and within the next five 
years we expect to double that. We 
are convinced also that the next ten 
years will see the greatest vacation 
touring in history, with most 
people endeavoring to see as much 
as possible rather than settle in one 
place for the summer.” 

Governor Harold G. Hoffman of 
New Jersey declared that “every 
state in the Union has some out- 
standing thing worth going to see; 
there are no more beautiful or his- 
toric spots anywhere than can be 
found in our own land. People go 
to Europe because European adver- 
tising and publicity paints a pret- 
tier picture.” 

H. P. Somerville of Washington, 
chairman of the association’s legis- 
lative committee, pointed out that 
the Travel Bill passed the Senate 
and said that if its companion meas- 
ure should pass the House, that the 
two probably will be harmonized in 
conference. “Senator Copeland fs 
quite willing to compromise,” he 
said. “The legislation will permit 
the United States in a very modest 
way to inaugurate promotion of 
travel to and within the country.” 


Urges Educational Effort 


A report on seasonal resort hotels 
presented by W. S. Woodfill of Mac- 
kinac Island, Mich., showed an aver- 
age increase this past summer of 62 
per cent in operating profit, with 
display advertising expense ranging 
all the way from one to eight per 
cent of gross income. This was less 
than annual executive _ salaries, 
which ranged from three to ten per 
cent, or employes’ food cost, which 
ran from four to twelve per cent. 
Resort hotels were found to be av- 
eraging six per cent return on in- 
vestment after taxes were paid. 

Thomas D. Green of New York, na- 
tional president, announced the as- 
sociation is “working out a very in- 
teresting plan for educating the pub- 
lic through publicity on the rate 
question.” 

“Naturally we cannot engage at 
national headquarters in any great 
advertising program; as the cost 
would be prohibitive,” he said. “But 
I do believe we can effectively make 
use of the machinery of our own 
membership, and through our mem- 
bers conduct an educational cam- 
paign through use of menu cards, 
guest room notices, etc.” 

President Green announced the 
hotel men have been saved “from a 
very dangerous prospect of competi- 


tive advertising in the proposed 
Baedeker which the white-collar re- 
lief workers are engaged upon.” 
Positive assurance has been ob- 
tained, he said, that ‘these great 
guides, covering all sections of the 
country, will not go into the hotel 
field.” 

“We also have had some success 
in having hotel advertising elim- 
inated from the menu cards and 
time tables of railroads,” Mr. Green 
continued. “The roads, spurred on 
by an aggressive advertising agency, 
have been dreaming of additional 
revenue through the sale of space 
to hotels. You all know what that 
means. One hotel takes a half-page 
and its competitor feels it ought to 
go one better and takes a full page, 
and before you know it all the ho- 
tels will be scrambling to spend 
their money. 

Mr. Green reported that the Penn- 
sylvania, New York Central and 
Rock Island roads have agreed to 
eliminate hotel advertising from 
such media. 

Discuss Copyright Bill 

H. P. Somerville and the Legisla- 
tive Committee joined with the Mo- 
tion Picture Theatre Owners of 
America and the National Associa- 
tion of Broadcasters in making pub- 
lic here a statement on the Duffy 
copyright bill. 

This asserted that “the existence 
of a minimum penalty of $250 for 
the infringement of a copyright has 
always been an anomaly in our law. 
It is, of course, wrong to use a copy- 
righted work without the permis- 
sion of the proprietor. It is equally 
wrong to ram your automobile into 
someone else’s motor car. So far as 
we know, no one ever has suggested 
a minimum penalty of $250 for a 
motor collision irrespective of dam- 
age done. 

“The penalty clause was inserted 
in our law before the existence of 
the art of sound pictures and radio 
broadcasting, at a time when the 
most important commercial uses of 
copyright material were in publica- 
tions and full length plays. With 
the increased development of other 
uses it is now possible for a few 
bars of a copyrighted dance tune 
to be broadcast over a national 
hookup as part of a special arrange- 
ment by some orchestra leader of 
another work, despite the exercise 
of great care and complete good 
faith on the part of the broadcaster. 

“It is the contention of the com- 
posers and publishers under the 
present law that they are then en- 
titled to sue every broadcasting 
station on the hookup for $250, and 
so recover some $10,000 or $15,000, 
which sum would bear not the 
slightest relation to the wrong done 
or the damage caused. 

“The same reason applies to the 
motion picture theater, the hotel. 


and all users of copyrighted music. 

“The effect of the Duffy act, on 
the other hand, is to make the pun- 
ishment fit the crime.” 

Mr. Somerville, in his separate 
report, warned hotel men not to get 
the impression “that they can be 
relieved entirely from paying a fair 
license fee for the use of copyright- 
ed music. What we are trying to 
accomplish through legislation is 
the elimination of the arbitrary and 
highhanded methods pursued by 
ASCAP in the exacting of such 
fees.” 


THINK, 


MISTER... 


GIANT 
PRINTS 


They're new, for the reason that 
totally new clarity is now avail- 
able, and a multitude of new uses 
have been found by Advertising 
Managers, Account Executives, 
Sales Managers, Lawyers. . . . 
Use Rapid's "Clear-Tone" Giant 
Prints as striking window displays, 
or to big-up charts at sales meet- 
ings and solicitations, or as 
murals, or in building store ex- 
hibits, or in Court exhibits . . . 
or think of uses fitting your needs! 

Rapid's "Clear-Tone" Giant 
Prints are the clearest, brightest 
of all . Dull or Glossy ... 
Plain or Tinted . . . or Black on 
White . . . Expertly and Quickly 
done, by 


RAPID 


COPY SERVICE Co. 
SIX BRANCHES 


* 
NEW YORK 
415 Lexington . . 444 Madison 


VAnderbilt 3-3680 


* 
CLEVELAND 
Union Trust Bldg. 


Main 9335 


® 
CHICAGO 
110 So. Dearborn . . 228 No. La Salle 
360 No. Michigan Ave. 
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ONE OF THESE DAYS, JOHN, 
WE MUST LOOK INTO A CAR 


A car, my dear? What put that bee in 


your bonnet ? 


Oh, I was thinking of Frank and Har- 
riet. They seem to find a car so. . . so 


essential, 


Essential P 


Why, yes, Harriet tells me she drives sim- 
ply everywhere. Taking the children to 
school. Going shopping and out for lunch- 
eon. Meeting Frank at the train. Really, 
she says they couldn’t get along a single 


day without a car. 


But they’re in a different position. 


You mean... better off than we are? 


Not at all, my dear. Not at all. The dif- 
ference is that they have a home in the 
suburbs. 

e e e 


Scratch a man who’s interested in a home 
and you'll uncover a man who’s inter- 
ested in a car. He has to be. In the sub- 
urbs a car is a family necessity. Month 
in, month out, it travels farther .. . 
burns up more gas and oil . . . wears out 
more tires... uses up more batteries... 
consumes more anti-freeze .. . and has to 
be replaced oftener because it cannot be done 


without. 


Yes, a home in the suburbs does make a 
difference. Not only an automotive dif- 


ference . . . but a genera/ difference. Families 
have a tendency to exceed the Census Bureau 
Average. Guests and relatives come oftener 
and stay longer. The grocer delivers big- 
ger bundles. The stores downtown send out 
more silver and napery, more bedclothes and 
kitchenware and golf clubs and dog collars and 
almost anything else you can remember hav- 
ing seen around a house. All of which’ makes 
a pretty bright picture for a lot of people with 
things to sell. 


It makes a bright picture for us, too. 


Three years ago, we realized that if this mar- 
ket—the home market — offered such opportu- 
nities for other commodities, it was pretty sure 
to do right by the right kind of magazine. So 
we aimed the American Home squarely at it. 
We started talking sense to people with homes 

. good common sense about home-planning, 
home-making, home-living. We made zo ap- 
peal to fiction lovers, detective-story addicts, 
devotees of beauty culture or Hollywood gos- 
sip. We stuck right to the home and life in 
the home. And look what happened to us: 


Over 750,000 circulation in November, 
1935, (with a guarantee of 850,000 in June, 
1936) . . . an increase of nearly 300% in 
3 years. 


56% of our circulation in subscriptions. No 
boy sales, no premiums, no reduced prices, 
no arrears. . 


44% of our circulation bought voluntarily 
at the newsstand. 


That, we think, is a success story—a story of 
maximum response with minimum sales expense. 
We offer it as an example of what can happen 
when you concentrate on these folks whose ma- 
jor interest is the home. In other words... 
what is being done 6y The American Home 
can be done zx The American Home. Maxz- 


mum response with minimum sales expense. 
e e e 


If your product is for the home or for use in 
the home, sell it in the magazine that talks sense 
to people who have homes, Jove their homes, 
spend money on their homes. 


Ai OME 


America’s No. 1 medium for adver- 
tisers who sell anything for the home 
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State Campaign 
Pays Michigan 
5,000% Returns 


Lansing, Mich., Nov. 21.—No ap- 
propriation made by the Michigan 
legislature can show a better return 
to the state than the $100,000 a year 
set aside for advertising Michigan as 
a summer playground, in the opinion 
of Governor Frank D. Fitzgerald. 

Commenting on Michigan’s efforts 
on behalf of its tourist and resort 
industry, Governor Fitzgerald said 
the return from the state’s advertis- 
ing is around 5,000 per cent, accord- 
ing to statistics of resort associa- 
tions. 

Summer visitors spend $300,000,000 
in Michigan. Of this amount, the 
state has an immediate return of 
$5,000,000 in taxes, made up of 
$900,000 in gas tax, $3,500,000 in sales 
tax, and the remainder in fees for 
foreign fishing licenses, fares on 
state ferries, and liquor taxes. 

In addition, he pointed out, Mich- 
igan’s resort business helps to run 
schools and municipal governments. 
Tax income in many communities 
and counties is drawn from resort 
property. 


Ever Ready Issues 
Label Idea Catalog 


Ever Ready Label Corporation, 
New York, has issued a 48-page roto- 
gravure catalog entitled “Ever Ready 
Labels ‘Go Places and Do Things.’” 
It is said to be the largest graphic 
arts edition ever produced by one 
printer for another, consisting of 500,- 
000 copies. 

The booklet illustrates hundreds of 
label and sticker designs for all pur- 
poses. 


Celebrates Home Week 


The Cleveland Advertising Club 
celebrated “Old Home Week” during 
the week of Nov. 6-11 with a series 
of social and athletic events for 
members. 


Tire Companies 
Take Action to 
End Price Feud 


Akron, O., Nov. 21.—Under the 
terms of the 1936 price stabilization 
program cooperatively enforced by 
leading tire manufacturers, all ad- 
vertising of excessive discounts or 
trade-in allowances has been banned. 

The five major manufacturers have 
sent a special “clean-up” squad cof 
sales «xecutives into the field to in- 
form distributors of the new pro- 
gram, which restores retail prices to 
the level of May 3 and bars rebates, 
long discounts, and forward commit- 
ments at “offside” prices. This group 
so far has held conferences of tire 
retailers and wholesalers in Boston, 
New York, Philadelphia, Pittsburgh, 
Detroit, Chicago, St. Louis and Mil- 
waukee. 

The price stabilization program is 
being hailed as one of the most con- 
structive and beneficial moves in the 
industry in recent years. It follows 
one of the industry’s most vicious 
price wars which was started last 
April and which saw many firms ad- 
vertising tires at 50 per cent off 
quoted list prices. Under the new 
programs dealer discounts and bon- 
uses have been realigned. Spring- 
dating solicitations are under way, 
with manufacturers to make one 
shipment before Jan. 1 and one ship- 
ment after that date, all on a de- 
ferred payment plan. 


E. D. Tobey Dies 
Earl Deyo Tobey, 51, publisher of 
the Poughkeepsie, N. Y., Sunday 
Courier, died Nov. 5. He had been 
publisher for 20 years, since the 
death of his father, Arthur G. Tobey, 
the paper’s founder. 


Helgesen Joins Wrigley 

John K, Helgesen has resigned as 
associate manager of Collegiate Di- 
gest to join the William Wrigley, Jr.., 
Company, Chicago. 


Getting Personal 


Tax Cummings, BBDO, stole last Sunday’s performance of the 
Society Amateur Show, a weekly affair at the Madison confined to those 
mentioned by the Social Register. Tax did a piano turn, demon- 
strating his discovery that tunes can be made from telephone 
numbers... 


The management of this unique entertainment is in the hands of 
the former Dennis Whitman, who is always thinking up good ideas... 
So is Larry Mott, of Frank Presbrey, who conceived the idea of marry- 
ing Miss Whitman last month... 


Mrs. Mott, whose regular job is heading up the junior staff of 
Vogue, may put her society show on the air if suppliant advertisers 
prevail... 

Her biggest discovery so far is the little songstress, Pat Williams, 
sister of Herschel Williams, of J. Walter Thompson. She was im- 
mediately offered several fine contracts, but as she is coming out this 
year she postponed a decision about all but one, the contract offered 
by the Madison, which does not take up too much time... 


Billy Stout, the talented inventor and manufacturer of the Scarab 
car, has explained his unusual advertising designed to discourage 
prospects. He will build only 100 cars this year and will sell them 
only to friends. The first will be delivered to Phil Wrigley, whom he 
calls “the chewing gum boy”... 


Edwin S. Friendly, business manager of the New York Sun, has 
accepted chairmanship of the publishers’ division of the United Hos- 
pital Campaign Committee... 


Al Brown, a. m. of Best Foods, has traded the convenience of 
walking to his office for the comparative quiet of an apartment at 
86th and the East River...Another arrival in a fashionable neighbor- 
hood is Colvin W. Brown, v. p. & g. m. of Quigley Publishing Company, 
who has taken an apartment at 3 East 77th... 

Dorothy Cocks, a. m. of Lehn & Fink, wrote the introduction for 
the new book, “The Body Beautiful,” edited by Heyworth Campbell. 
It is said to contain the finest collection of photographs of the human 
body so far made... 


William T. Dewart, of the Sun, and William S. Paley, CBS, with 
53 other art lovers, subscribed this year to the Grand Central Art 
Galleries’ art lottery. The newspaper man selected “Cornish Farm,” 
by W. Elmer Schofield... 


It seems that nothing less than an advertising man for commander 
satisfies Manhasset Post of the American Legion. Bert Haworth, of 
McGraw-Hill, is the new incumbent. Fred Maguire of Hearst Inter- 
national Advertising Service, and Mitchell Luther, Long Island news- 
paper publisher, were elected vice-commanders. Advertising men 
number only 20 of a membership of 90, so it cannot be said that pro- 
fessional loyalty decided the results...Carle Rollins, Mathes a. e., has 
done much to build the reputation of advertising men with this group. 
He is a past commander... 


Robert Cuddihy, of the Literary Digest, was one of several hundred 
adults who paid $2.50 each this week for the privilege of riding in the 
cab of a locomotive and tooting the whistle occasionally. The party 
was arranged by the New York Central chiefly for the benefit of 
business men who have been railroad fans from boyhood... 

Chester Bowles and Ted Bates, of Benton & Bowles, who were 
classmates at Yale, have been regular Saturday afternoon attendants 
at the Yale bowl this fall... 


Paul Garrett, General Motors’ public relations director, is engaged 
to no one else but the beautiful Barbara Blair, who sets styles in the 
important feminine provinces of clothes and places... 


Frank S. Murphy, business manager of the Hartford Times, started 
something a few months ago when he conceived the idea of a “safe- 
driving” pledge to reduce automobile accidents. The plan has become 
national in scope, New England colleges being the latest to participate 
through their respective student dailies... 


Stuart Sherman, vice-president of Lord & Thomas, Chicago, went 
a-hunting the other day with Jack Kimberly, of Kimberly-Clark Cor- 
poration. Both returned happy. It seems that Mr. Kimberly winged 
the ducks and Mr. Sherman retrieved them for his dinner table... 


With the political pot boiling, Leo Rosenberg, account executive 
at Lord & Thomas, modestly recalls that he made the first presidential 
election broadcast in the United States. He gave a palpitating public 
returns of the Harding-Cox contest from KDKA in November, 1920, 
when crystal sets were the only kind extant... 


Edward H. Butler, publisher of the Buffalo Evening News, was 
host at an informal dinner Monday night, with his old friend, Herbert 
Hoover, as guest... 


Ross Gamble, space buyer for Erwin, Wasey & Co., Chicago, is 
recovering from an operation for an infected thyroid gland at Barnes 
Hospital, St. Louis. Doctors say Mr. Gamble will regain the weight 
he has lost in recent months. Absolute quiet is the edict for the 
present, however... 


Merritt L. Aseltine, New England sales manager for The Farm 
Journal, celebrated his 50th wedding anniversary Nov. 12 at his home 
at Springfield, Mass., with the assistance of Mrs. Aseltine... 


Louis de Garmo, president of de Garmo-Kilborn Advertising Agency, 
New York, sailed for Europe Nov. 9 to study agency methods on that 
continent. Also aboard the S. S. Champlain was Benjamin S. Katz, 
president of Gruen Watch Company... 


Bates Returns as 


Medical Ad Counsel 


Liquor Dealers Complain 


“DID You KNOW THAT A 
FAMOUS ARCHITECT SAYS THAT 


THE 'Eprror's DIARY in ARCHITECTURE 
§S ONE OF THE MOST INTERESTING 


ARCHITECTURE, The Professional Journal for Architects, 
Is Published by Charles Scribner’s Sons 


H. Elliott Bates, M. D., Bloomfield, 
N. J., has returned as a free lance 
to the medical advertising field. He 
will act as counsel to ethical or pro- 
prietary manufacturers, medical and 
lay agencies. 

After serving as medical director 
for McKesson & Robbins and for Lehn 
& Fink, Inc., he took charge of the 
ethical advertising department of a 
New York agency and then opened 
his own agency. 


Hellman to Storkline 


M. E. Hellman, formerly with W. 
M. Welch Mfg. Company, has been 
appointed to direct sales and adver- 
tising of the Storkline Furniture 
Corporation, Chicago. 


of Sales at Wholesale 


The Metropolitan Boston Retail 
Liquor Package Stores Association, 
supported by similar organizations in 
near-by cities, has registered a for- 
mal complaint with the state alco- 
holic beverage control commission 
against a Boston retailer who is al- 
legedly selling liquor at cost price. 

The state commission declares 
that it has no right to regulate 
prices, but has promised to scrutinize 
the dealers’ advertising carefully to 
see if it is “deceptive.” 


Perfumers to Bowman 


Luckey Bowman, Inc., New York, 
has been appointed § advertising 
agency of the American Perfumers’ 
Laboratories, Inc. 


a 
————== 


Promotion Drive 


On Brazil Nats 
Gets Extension 


New York, Nov. 21.—Having moved 
practically its entire 1935 imports to 
date through trade channels, mark. 
ing its best selling year in history, 
the Brazil Nut Association has ex. 
tended its advertising program to 
help retailers profitably unload 
stocks during the holidays. 

Large space advertisements will 
be run in newspapers of 24 Cities, 
which are in addition to the 21 cities 
now covered by frequent rotogravure 
insertions. Five-column by 12-inch 
copy will appear the week before 
Thanksgiving in the New York Jour. 
nal, Sun, and World-Telegram; Chi- 
cago American and News; Boston 
Globe and Philadelphia Bulletin, 

Half-page copy will appear the 
week before Christmas in The Ameri- 
can Weekly. This campaign supple- 
ments the advertising in women’s 
magazines, which was begun several 
months ago and which will continue 
through the first of the year. Brazil 
Nut Association advertising is han- 
dled by N. W. Ayer & Son, Inc. 


Travel Survey Completed 


Charles Scribner’s Sons, New York, 
have completed tabulation of The 
Scribner Travel Survey, showing the 
volume of all land and ocean travel 
during 1933 and 1934. The survey 
includes a study of volume from all 
geographical divisions of United 
States and provides information on 
destinations, durations, members of 
families traveling, etc. 


Surveys Baker Ad Funds 


A survey conducted by American 
Bakers’ Association, Chicago, among 
its members, indicated that 46 per 
cent of the bakery advertising dol- 
lar went to newspapers in 1934. 
Posters got 16 per cent; radio, 14 
per cent, and store displays and 
other point-of-sale promotion, 24 per 
cent. 


Adeld bess Die It 


and 24 more 
subjects BOXED 
FOR GIFTS ! 


The Remembrance 
With a Smile.... 


Heavy Art Paper, Sheet 
914x1214, Cellophane Sealed 
in a Colored Box. 


“DOGS” by Zito 


The famed caricaturist did 
“DOGS” as an escape from 
sketching the world’s most 
beautiful women .. . the 
world’s most famous men. . . 
Blue Ribbon $s 
Kennel Edition ....... 2. 
Special Prices on Quantities Shipped 
Your Own Labels and Your Greeting 
Cards Enclosed. 


| gnyey STUDIOS 
246 Sth Ave., New York 
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Roy D. Baldwin, advertising manager, 
eted Simmonds Saw and Steel Company, Fitchburg, 
Mass., for more than 30 years has directed the 
York advertising and sales promotion effort of this 
om : pioneer of American industry, established in 
he i832. During that time he has used industrial 
ig the and trade publications consistently in support 
travel of the company’s sales effort direct to indus- 
try and through its vast distribution system 
jurvey of industrial distributors and wholesale and 
m all retail hardware outlets. Mr. Baldwin is a 
Jnited member of the National Industrial Advertisers 
Association. 


it are sponsored by these business papers: 
Advertising Age (ABC-ABP) 
100 E. Ohio St., Chicage 
ow _.. American Restaurant (ABC) 
mae te 5 S. Wabash Ave. Chicago ~ 
* se . . » . . . O pe Automobile Di (ABC) 
or technician need the trade and industrial publications in the various fields. (8 ie sali te eianaial 
. Bakers’ Helper (ABC-ABP) 
332 S. Wells St. Chicago 
Bakers Weekly (ABC-ABP) 
45 W, 45th St, New York 
Beoot & Shoe Recorder (ABC-ABP) 
239 W. 39th St. New York 
Domestic Engineering (ABC-ABP) 
1900 Prairie Ave., Chicago 
Farm Implement News (ABC) 
431 S, Dearborn St. Chicago _ e 
Hospital Management (ABC-ABP) .- 
612 N. Michigan Ave., Chicago 


SAYS ROY D. BALDWIN: Just as the advertising man needs the ca This advertisement and those that follow 


special publications devoted to his profession, so also does the business man 


e We advertising men would feel lost without the information and inspiration 


D that advertising publications give us. We depend on them. Why not recognize, 


then, that to an equal degree the man in trade or industry holds in high regard 


ae and uses the publication which serves his field? —_ewrsheneGaptaetereaas (ABG-ABP) cee 

; Milk Plant Monthly (ABC) 

| ca 327'S. La Salle St, Chicago 

4 In merchandising products to industry, my experience suggests: Do plenty National Provisioner (ABGARR) 

om #3 _ Paper Industry, The Se tee ran 

ae of honest thinking, use the best brains you can get, and you'll find exceptional eines ian ood Puls ens he 

" vitae sidshccn Nes York sar 
- ‘ ‘ > ‘ ‘ ‘ 7 roadway, New & Betas 

>. values in trade and industrial publication space to effectively cultivate the field Steck. 4ARG-ADPSvisccene 

ped Pesan Bidg., Clawhed” ie ease : 

ting Co Sitie ~ 2 « Engineer (ABC-ABP) 


for -your particular product, or to convey your message directly where you Dearborn St, Chleigs 


¥ 


desire it to go. 
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GHOSTLY CORPS 
BUILDS SUCCESS 
ON ADVERTISING 


“We Write It, You Sign It,” 
Is the Slogan 


New York, Nov. 21.—Being a lit- 
erary ghost has become a solid, re- 
spectable and profitable profession, 
it was indicated here this week as 
the Ghostwriters Bureau expanded 
its advertising schedule to include 
the New York Times. Heretofore the 
ghosts marshalled by Fred Baer and 
Henry F. Woods have relied on the 
American and Herald Tribune for the 
wherewithal to provide the suste- 
nance required in their world. 

Messrs. Baer and Woods have been 
in newspaper and publicity work for 
many years and they deny that they 
were former agency copywriters 
whose efforts were borrowed so often 
that they decided that they might as 
well try to make a living by writing 
stuff for other people to sign. How- 
ever, their slogan, “We write it— 
YOU sign it,” while suggesting a 
matter-of-fact handling of what has 
heretofore been considered a delicate 
subject, has been successful in round- 
ing up large numbers of substantial 
citizens who have no objection to 
signing their names to others’ writ- 
ings as long as the truth does not 
out. And all of the operations of the 
Ghostwriters Bureau are conducted 
under the pledge of secrecy. 

First advertising appeared in 1933. 
Many readers apparently regarded 
the advertisement as a joke, but when 
the 16 lines appeared regularly every 
week or so, inhibitions began to be 
tossed overboard and clients appeared 
in large numbers at the Bureau’s 
doors. 

The advertising is perhaps as un- 
usual as the advertiser. Each inser- 
tion is approximately 16 lines. One 
or two are scheduled each week. 
“Any topic, any purpose, any length. 
. . . We write it, you SIGN it,” the 
advertisements say. Only three ad- 
vertisements are run and they are 
essentially the same. These three 
pieces of copy are rotated. 

In discussing the success of the 
firm’s promotion with ADVERTISING 
AcE, Mr. Baer pointed out that regu- 
lar use of space, and frank, succinct 
advertisements, have enabled the bu- 
reau to convince skeptical prospects 
for manuscripts that it is a reliable 
concern and not a fly-by-night affair. 
Copy has appeared at such frequent 
intervals (about 80 times a year) 
and with such consistency of subject 
matter that prospective clients’ sales 
resistance has been broken down. 


Has 1,600 Clients 


While the Bureau caters to many 
who would have their fellows believe 
them endowed with unusual writing 
ability, it also serves many busy 
business men who could undoubtedly 
produce their own literary gems but 
for the pressure of time. The Bureau 
boasts 1,600 clients, including many 
leaders in the field of business and 
politics. 

The Bureau is called on for all 


WEEK-END HOME OF AGENCY MAN 


George Gibson, president of the George H. Gibson Company, New York agency, 

on board his 35-foot yacht, The Great Circle, at its anchorage off Northport, L. |. 

The boat serves as Mr. Gibson's week-end home throughout all but a couple of 
months of the year. 


types of speeches and articles, many 
involving research for which the cli- 
ent has neither facilities nor time. 
No fewer than 117 experts in various 
fields comprise the consulting staff. 

That the Ghostwriters Bureau is a 
New York institution was indicated 
last week when The New Yorker it- 
self gave it recognition, reciting the 
test letter sent by one of its readers 
who desired a poem sufficiently poet- 
ical to make F. P. A.’s Conning Tower 
in the Herald Tribune. 

The Bureau promptly replied that 
while it could not guarantee accept- 
ance by F. P. A., it was prepared to 
submit high-class poetry at $1.25 per 
line. The author, it added, would 
be a man who had frequently con- 
tributed to the Conning Tower. 


Competition Unsuccessful 


As a matter of fact, columnists oc- 
casionally avail themselves of the 
services of the Ghostwriters Bureau. 
One recently asked that the Bureau 
make arrangements to turn out his 
column for him on days when the 
conductor was indisposed. While this 
deal was not closed, the conductor 
did order some anecdotes, which 
formed the foundation for a full col- 
umn in a later issue. 

In spite of the success of the Bu- 
reau, no competition worthy of the 
name has arisen. There have been 
mushroom efforts to build, but they 
have quickly faded. The head ghosts 
attribute this to a quality product, 
plus their consistent display adver- 
tising. Competitors have usually re- 
sorted to the classified columns. 


Campaign to Launch New 
Pompeian Cosmetic Line 


The Pompeian Company, Bloom- 
field, N. J., will launch one of the 
largest campaigns in the history of 
the cosmetic industry Dec. 2, in be- 
half of an entirely new line of cos- 
mestics. Retailers are being asked 
to exchange all of their old merchan- 
dise for the new stock. 


Name Humphrey for Vanta 


Earnshaw Knitting Company, New- 
ton, Mass., maker of Vanta baby 
garments, has appointed H. B. 
Humphrey Company, Boston, for its 
advertising. 


R. H. Shumway Appoints 


R. H. Shumway, Rockford, II1., 
seedsman, has appointed Phelps- 
Engel-Phelps, Inc., Chicago, for its 
advertising. Farm publications and 
general magazines will be used. 


Cash Prizes Offered 
By U. S. Treasury in 
Poster Competition 


Washington, D. C., Nov. 21.-—Join- 
ing the scores of advertisers now 
conducting prize contests, the Treas- 
ury Department has launched a 
$1,000 competition. 

Awards will be made for the 
poster adjudged most effective in 
stimulating purchase of United 
States savings bonds. The depart- 
ment desires “first and last an im- 
aginative, lucid, telling design calcu- 
lated to increase the sale of bonds 
and the saving of money,” it has 
announced. 

Possibly seeking to inject a note 
of novelty into the American con- 
test scene, the department has 
devised an unusual method of award- 
ing the $1,000. The first prize will 
be $500. The remaining $500 will 
be distributed according to recom. 
mendations of a jury. 

Entries must reach the office of 
Edward B. Rowan, procurement di- 
vision, Treasury Department, not 
later than 4:30 p. m., Dec. 17. 

The contest jury includes Henry 
Morgenthau, Jr., Secretary of the 
Treasury; Undersecretary Thomas 
J. Coolidge, Herbert E. Gaston, 
James Bryan, Olin Dows, Inslee Hop- 
per, Henry LaFarge, Forbes Watson, 
and Mr. Rowan. 

James Bryan has been in charge 
of the advertising of the “baby 
bonds” in recent weeks and is cred- 
ited with being responsible for en- 
trance of the Treasury into the paid 
advertising field. He is a former 
publisher. 


D. B. Ruggles Appointed 


Daniel B. Ruggles has been named 
national advertising manager of the 
Boston Herald-Traveler to succeed 
the late W. Wellington Paine. Mr. 
Ruggles joined the merchandising 
department of the Herald-Traveler 
in 1922, and for the past seven years 
has been assistant national advertis- 
ing manager. 


Wildrick & Miller Named 


The Iodine Educational Bureau, 
Inc., New York, has appointed Wil- 
drick & Miller, Inc., of that city, to 
promote the use of nutritional iodine 
in animal husbandry. Farm and 
poultry papers and business papers 
are being used. 
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More Than One-Third of the Total 
Retail Sales in New Jersey are Made 
in Our Marketing Areas 


Ae 
an aa ee i =A\ 
OMealia Outdoor Advertising Co. 


Ag 


Harry O'Mealia, President. Jersey City,N.J. 


FORD'S OCTOBER 
RADIO BILL IS 
HALF A MILLION 


Networks Show Continued 
Gains in Month 


New York, Nov. 21.—Sales of net- 
work time by the two major net- 
works during October were in 
advance of time sales during the 
same month of 1934, according to 
National Advertising Records. 

In October, total times sales for 
NBC and CBS were $4,707,573, of 
which CBS accounted for $1,930,512, 
and NBC for $2,777,061. In October 
of last year, the CBS and NBC total 
was $4,528,032, of which CBS ac- 
counted for $1,752,601, and NBC for 
$2,775,431. 

The October 1935 figure for Mu- 
tual Broadcasting System, which is 
now measured by National Adver- 
tising Records, was $168,789, raising 
the total network advertising of 
these three systems to $4,976,352 
during the month. 

Ford Motor Company was the 
largest user of network time during 
October, spending a total of $503,553, 
the vast majority of which was for 
its World Series coverage. 

Second in line was 
Brands, Inc., with 
amounting to $165,174, divided as 
follows: Chase & Sanborn coffee, 
$51,540; MPleischmann’s yeast (for 
health), $43,675; Fleischmann’s yeast 
(for baking), $25,332; and Royal 
gelatin, $44,627. 


P. & G. in Third Place 


Standard 


Procter & Gamble Company took 
third place, spending $156,229, as fol- 
lows: Chipso, $27,830; Crisco, $38,- 
423; Dreft, $4,446; Ivory soap, $53,- 
078; and Oxydol, $32,452. 

In fourth place was General Foods 
Corporation whose total was $150,- 
416, spent as follows: Jell-O, $36,152; 
Lob Cabin syrup, $28,800; Maxwell 
House coffee, $61,944; and Sanka, 
$23,520. 

Other large users of network time 
sales during the month were: 

Colgate-Palmolive - Peet Company, 
$150,225, of which $57,420 was used 
for Palmolive soap, and $92,805 for 
Super-suds; Pepsodent Company, 
$124,588; Campbell Soup Company, 
$109,750, divided as follows: Camp- 
bell’s soups, $63,100, and tomato 
juice, $46,650; R. J. Reynolds Tobac- 
co Company, $100,050, for Camel cig- 
arettes; Wm. Wrigley, Jr., Company, 
$98,233; Lady Esther Company, $96,- 
276; Liggett & Myers Tobacco Com- 
pany, $94,110; Kraft-Phenix Cheese 
Corporation, $76,288; 

General Mills, Inc., $75,440, ac- 
counted for as follows: Bisquick, 
$28,785, Gold Medal flour, $11,123, 
Wheaties cereals, $23,161, and G. M. 
flour and Bisquick, $12,371; Great 
Atlantic & Pacific Tea Company, 
$74,154; Dr. Miles Laboratories, $73,- 
606; Wasey Products, Inc., $72,061, 
of which $12,992 was for Barbasol 
& Bost, and $59,069 for Zemo, Kreml, 
Musterole; American Tobacco Com- 
pany, $58,208, for Lucky Strike cig- 
arettes; General Motors Corpora- 
tion, $56,200; Bristol-Myers Com- 
pany, $67,250, for Ipana & Sal Hep- 
atica; Lever Bros., $54,300; and 
Philco Radio & Television Corpora- 
tion, $52,317. 


Quarter Figures Up 


Washington, D. C., Nov. 19.—Ac- 
cording to the National Association 
of Broadcasters radio sales figures 
for the third quarter of 1935 totaled 
$17,155,350, up 33.2 per cent from the 
$12,880,442 spent during the equiva- 
lent quarter of 1934. 

Of the last quarter total, national 
network volume accounted _ for 
$9,451,157, the N. A. B. says, while 
regional networks grossed $256,203; 
national non-network business to- 
taled $3,607,935; and local business 
amounted to $3,840,055. For the 
equivalent period of 1934 the figures 


expenditures |. 


<< 


were: national network, $7,304,237; 
regional network, $133,581; nationaj 
non-network, $2,147,775; and local, 
$3,294,849. 


Offers Photos 
Free for Use 
In Safety Copy 


Chicago, Nov. 20.—As its persona] 
contribution to the automobile safety 
movement, Kaufmann & Fabry Com. 
pany, commercial photographic firm, 
has produced five specially executed 
“safety” photographs, which it ig 
making available to persons who wil] 
use them, without charge. 

One or more of the photographs, 
each of which illustrates the need for 
more cautious driving, may be ob. 
tained by any editor, publisher or ad. 
vertiser who may care to include 
them in his publication or printed ad. 
vertising, in booklets, house organs, 
brochures or in any other form. 

The photographs are supplied by 
Kaufmann & Fabry without any 
charge, solely on the condition that 
they be used in one way or another 
to promote the cause of safety. The 
only conditions surrounding their use 
are the necessity for giving the pho- 
tographer a credit line, the agree. 
ment not to syndicate or loan them, 
and the understanding that no copy 
negative may be made from them. 

The photos, some of which are 
montages, are titled, “Death Begins 
at Forty,” “They Don’t Mix,” “One 
Swallow Doesn’t Make a Summer 
.” “Death Never Takes a Holi- 
day,” and “Trying to Make a ‘Dead- 
line’?” 


Gelatine Firm 
Launches Drive 


For Knox Jell 


New York, Nov. 21.—The Charles 
B. Knox Gelatine Company, Johns- 
town, N. Y., has placed a newspaper 
advertising campaign under way in 
the East for Knox Jell, a dessert in 
six flavors, now being made at the 
company’s plant at Camden, N. J. 

The campaign was launched in 
Philadelphia and Camden. As distri- 
bution is completed, advertising will 
be extended to other markets. 

Copy places emphasis on the “fruit- 
sealed” flavor of Knox Jell. A free 
premium coupon offer is tied in with 
the campaign. 

James Knox is vice-president of 
the company, in charge of sales and 
advertising. Federal Advertising 
Agency, New York, handles the ac- 
count. 


Death Takes Eastin 


Thomas L. Eastin, assistant local 
display advertising manager of the 
Louisville, Ky., Courier-Journal and 
Times, died Nov. 17 after an illness 
of several weeks. Mr. Eastin joined 
the Louisville papers 30 years ago, 
serving in various capacities before 
his promotion to the post he held at 
the time of his death. 


H. A. Shields Dies 


Harry A. Shields, for many years 
sales executive of the William Wrig- 
ley, Jr. Company, died last week at 
St. Vincent’s Hospital, New York. In 
recent years he had been sales pro- 
motion manager for Loose-Wiles Bis- 
cuit Company, Sweets Company of 
America, Inc., and the Koehler Die 
Casting Company. 


N. Y. Agencies Plan Meet 


The Advertising Department of 
the New York State Publishers’ As- 
sociation will convene Jan. 27 in 
Syracuse, N. Y. A number of out- 
standing speakers will address the 
meeting, to which executives from 
other regional organizations will be 
invited. 


J e 
Two Retain Hill 

The Albert P. Hill Company, Inc., 
Pittsburgh, has been appointed for 
advertising of Nubone Companies, 
Inc., Erie, Pa., and St. Catherines, 
Ont., maker of foundation garments, 
and Hamburger Distillery, Inc., 
Pittsburgh, maker of Old Bridgeport, 
G. W. Jones and Old Moss whiskies. 
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ADVERTISING AGE 


J ohn Quincy Adams was in the White 
House. 
New York City had 123,706 people. 
American business was in the cradle. 
But out in Fulton County, they were making 
more gloves than the folks could buy. 
So Elisha Judson loaded his gloves in an old 
farm wagon, 
Hitched up his mules, drove over the rough 
hills 250 miles to Boston, 
And sold his surplus for $600— 
Started the commerce that made Johnstown 
and Gloversville 
Glove center for more than a century. 


The folks of Fulton County take pride in 
their craft; 

Trace its history to 1760 when glovemakers 
first came from Scotland. 

They farmed, but a few of the families casually 
plied their former trade 

In farmhouse kitchens, during the long, hard 
winters, 

With pelts taken in nearby woods. 

Half the countries of the world now send their 
pelts to Gloversville . . . 

On barren Arabian hills the wild, hairy sheep 
are prey to bearded Bedouins, 

And raw, malodorous sheepskins lie in bales 
on Aden wharves, 

Marked for Gloversville, via Suez, and a ladies’ 
tailored mocha glove. 

War in the Chaco may hesitate, but not the 
slaughter of wild pigs 

Who yield their pelts for pigskin gloves seen 
on Fifth Avenue. 

By camel, donkey, ox cart, truck and train 

Hides for the gloves of Main Street travel to 
the sea— 

Sheep from Iceland, Spain, Bulgaria, Greece, 
New Zealand; 

Goats from Germany, India, Austria, Italy, 
Scandinavia; 

Wild pigs from Mexico, Brazil, the Argentine; 
Milk-fed kids are slain in the lovely Auvergne 
Valley ; 
For the white gloves a bride wears once, on 

her wedding day. 
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“ © Jounstown and GLOvERSVILLE, New York's glove 
fick: ss, making twin cities, are situated 190 miles north by west of New 
a York City. In spite of the distance, more than one bome in every 
three gets the Sunday News. Gloversville’s 6,717 families read 
2,480 copies of The News for a coverage of 36.9%. The 3,089 
rf families of Jobnstown read 988 copies of The News ; coverage 32%. 
ns Below is a picture of Main Street, Johnstown, where merchandise 

bas moved since pre-Revolutionary days. 


Shs ce ot ets , PL MRS | A Ta 3. 


ceteaeee 


On the docks at Djibouti bales of sheepskins 
wait for a ship. 

A rusty tramp picks up the pelts from Panama 
to Porto Magdalena. 

Reindeer skins from Siberia travel the long, 
cold passage to Gloversville, 

And Capetown steamers bring up capeskin 
through the equatorial summer. 

Goats and sheep and lambs, deer and dogs, 
horsehide, buckskin, calfskin— 

Raw hides salted for the long ocean voyage, 

With bristles, hair, and wool, and bits of flesh 
still clinging, 

Fill a freighter’s foul hold with something 
more than tonnage. 

From the road, the tourist sees them bleaching 
in the yards of Gloversville tanners, 

Looking like a great wash day in the stone age. 


Johnstown is also the home town of Knox 
Gelatine, 

But the twin cities live mostly by the glove 
industry. 


Much of the labor is highly skilled, well paid, 


And family income is upped by women who 
work on fabric gloves. 
Glove payrolls help to maintain a $19,000,000 


balance in the banks, 
Support $42 retail stores, buy 

cars for more than 80% of the families. 
And pay for the Sunday News in more than 

one house out of every three! ; 


J ohnstown and Gloversville are two of 119 
towns of better than 10,000 population 

Where the Sunday News has 20% or better 
coverage of families. 

It gets into all neighborhoods: good and poor,. 
but mostly medium; 

Is supported most by the people who support 
your dealers. 

It circulates in an area where salesmen’s shoes 
and tires last longer 

Because sales are closer together, 

And Pullman fares, hotel expense, long hauls, 
and heavy entertainment 

Don’t eat the frosting off the sale— 

An area that covers only 1.3% of the country, 

But spends 19% of all the money rung up in 
retail stores. 

If you want your business to earn more in 
these markets 

Your business should spend more of its money 
in the Sunday News. 
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Blaker Appointed - 


Ajax Hosiery Mills, Phoenixville, 
Pa., have appointed Blaker Advertis- 
ing Agency, Inc., New York, as ad- 
vertising counsel. Present plans are 
confined to radio, to be followed by 
promotion in publications. 


Runs Test on Lens 
Tyler Kay Company, Inc., Buffalo, 
N. Y., is handling a direct mail test 
campaign on the new Beach Auxili- 
ary Lens for cameras, developed by 
Howard D. Beach, Buffalo inventor. 


1400 ROOMS 
uith BATH, RADIO 


$#.50 
from single 
AND ta DOUBLE 


LINCOLN 


44th to 45th Sts. ot 8th Avenue 


COPY CONCEIVED 
IN N. Y. RUNS IN 
5.F.IN 24 HOURS 


(Continued from Page 1, Col. 2) 


to make a number of afternoon 
editions in other cities where the 
cooperation of newspapers had been 
requested by telephone and _ tele- 
graph. By tomorrow morning the 
advertisement will have appeared in 
44 newspapers, nine of which are 
combinations, in leading cities in 


California, Washington, Oregon, 
Utah, Arizona, Nevada, Idaho and 
Montana. 


The advertisement, featuring the 
boxed statement from Dr. Geiger, 
was headlined, “Buy Baking Soda in 
the Original Container.” 


Approved by A. M. A. 


Facts brought out in the text are 
that Arm & Hammer has been on 
the market 89 years; that it is pack- 
aged by sanitary, modern methods 
which make contamination impos- 
sible; that it is approved by the 
American Medical Association and 
other scientific authorities of the 
highest standing. The punch lines 
read: 

“Buy all household and medicinal 
products in the original container. 
Avoid all re-packaged merchandise.” 

It was said here that the single 
shot is the only copy so far sched- 
uled but that there may be more of 
the same timely character if the sit- 
uation calls for it. 

West Coast national advertisers 
are commenting enthusiastically on 
the advertisement because it 
stresses the dependability of all na- 
tionally-known, packaged goods. 


“Help W 
charge $1. 


anted” and 


per in., $4.75; 4 to 6 in., per in., 
per in., $4. 06; 13 to 15 in., per in., 
contracts, 


The rates for this department are as follows 


“Situations Wanted,” 


All other Geastheations (single insertion rates): 


30 cents a line, minimum 

% inch, 93.78; a 008 in. 
;.7 to 9 in., per in., $4.25; 10 to 12 in., 
$3. 75. Write for discounts on term 


POSITIONS WANTED 


ADVERTISING SALESMAN (SPACE) 
PUBLISHERS’ REP, 11 years proven 
successful record. 6 years direct sell- 
ing field, 3 years metal working field, 
years beer and liquor field, 8 years 
New York City headquarters, now 3 
years Chicago. Know Eastern and 
Middle Western Advertisers, advertis- 
ing agencies and territories well. Can 
prove very helpful as assistant to suc- 
cessful publisher, in home office and 
in the field. 
Box 655, ADVERTISING AGE, Chicago. 


Ambitious young woman desires op- 
portunity to step up. Experienced ad- 
vertising -~. foreign lang. newsp. 
as corres., sec’y. Writing orn 
Box 658, ADVERTISING AGE, N. Y. 


Advertisin ales Promotion Mana- 
ger or Assistant, experienced, mature. 
Machinery, insulation, air conditioning, 
heating, plumbing, electric & building 
materials ideally fit past successful 
record of marketing accomplishment 
with nationally known manufacturer. 
Organizes & operates his department 
on practical wagwteems of field sell- 
ing arenes, Box 659, ADVERTIS- 
ING AGE, N. Y. C. 


ASSISTANT 


The President or General Manager of 
a corporation whose business has im- 
proved to such an extent that he now 
needs an assistant, has his problem 
solved in this advertisement. The 
writer, age 33, single, good health and 
appearance, 10 years experience in 
sales and advertising, (sound knowl- 
edge in all departments including 
stock records, bookkeeping, adjust- 
ments, correspondence, traffic, etc.) 
Average vearly earning past 10 years 
$4,400. Available now. For a good 
taik, address Box 657, ADVERTISING 
AGE, Chicago. 


R THINGS 


aati NOT’ BACK 


et THE SPOKEN WORD 
“s THE NEGLECTED 


‘CALLS ..c AND WE 


-LEAVE OUR CARD © 


WE 


TRY LIKE ELL 


7) NEVER MUFF 


‘THE CHANCE WE | 


GET...TO DO OUR 


a 


STUFF/ 


SEVERE PHOTO ENGRAVING C 


ADVERTISING — PUBLICITY — PUB- 
LISHING. Sports writer and sports 
yromotion man on large metropolitan 
daily and former Adv. Mer., Editor, 
Publisher of class magazine, exp. in 
sales promotion, dayout, copywriting, 
production. College education, age 32, 
single. Desire position with future, 
will begin modest salary. Box 661, 
ADVERTISING AGE, Chicago. 


OFFICE EQUIPMENT 


OFFICE MACHINERY AT HALF 


Write for Free List of 
Typewriters, Addressographs, 
Duplicators, Folders, 
Dictaphones, and Supplies 


PRUITT, INC., 528 Pruitt Bidg., CHICAGO 


HELP WANTED 


Real opportunity for combination man- 
ager and salesman, newspaper service, 
Right man may acquire interest. Box 
660, ADVERTISING: AGE, Chicago. 


CIRCULATION MANAGE R—either 
male or female, for ABC trade publi- 
cation. Must be able to produce re- 
sults by mail. State salary expected 
and experience. Box 656, ADVER- 
TISING AGE, Chicago. 


LEADING business publication § re- 
quires services of experienced sub- 
scription salesmen with successful 
record on trade papers; Boston, Cin- 
cinnati, Detroit and St. Louis now 
open; attractive proposition to real 
werker; reply stating exper. and ref. 
Box 654, ADVERTISING AGE, N. Y.C. 


We are looking for a real advertising 
agency executive. One who now has 
established business that proves his 
value. We wish to turn aver busi- 
ness to this man and make him an 
important member of our present or- 
ganization. Radio experience desir- 
able. We are fully recognized, ade- 
quately financed, located in Chicago. 
Write in detail. All information will 
be held in strict confidence. Address 
Box 662, ADVERTISING AGE, 


BUSINESS OPPORTUNITIES 


—A NEW SERVICE— 
National Advertisers can now reach 
buyers through another woman's 
word by placing space in a woman’s 
shopping column syndicated to 12 
leading newspapers in Eastern Sea- 
board Area. An intimate chatty way 
to present foods, cosmetics, wearing 
apparel, etc., to circulation of one 
mMlion readers. Write Jean Gordon, 
Times Bldg., Rochester, N. Y. 


APPRAISE—BU Y—SELL 
We buy, sell, appraise publishing prop- 
erties and advise with publishers re- 
igs id their problems. a — 
W. 42nd N. Cc. Tel 


1 Rep 
tOngacre 5-6540. 
MISCELLANEOUS 


REDUCE OVERHEAD!!! 
Improved process reproduces sales 
letters, bulletins, illustrated advertis- 
ing literature, testimonials, etc., with- 
out typesetting or cuts. 

Rapid, Accurate and Economical 
600 COPIES—$2.50 
Additional Hundreds—20c 

Samples on Request ; 
LAUREL PROCESS, 480 Canal St., N. Y. 


NEw! 


Actual photographs of your 
products on post cards! Create inter- 
est and stimulate business with low- 
cost PHOTO POST CARDS. Send for 
samples and prices today. GRAPHIC 
ARTS PHOTO SERVICE, Third & 
Market Sts., Hamilton, Ohio. 


Bisson, Greene, Rae 
Join Radio Company 


Harold E. Bisson, J. M. Greene and 
Marvin D. Rae, Jr., have joined the 
advertising and sales promotion de- 
partment of the National Broadcast- 
ing Company in New York. Mr. Bis- 
son, who for several years has been 
associated with the McGraw-Hill 
Publishing Company in various Ca- 
pacities, recently as manager of ad- 
vertising and sales promotion produc- 
tion, assumes a similar position with 
the radio company, succeeding Harry 
Bullard, now with the advertising 
and publicity department of the 
American Can Co. 

Mr. Greene, recently with Paul H. 
Raymer Company, will do internal 
NBC promotion among salesmen and 
with the sales department, and Mr. 
Rae, recently advertising director of 
the Zoty Publishing Corporation, will 
be in the merchandising section of 
the NBC advertising and sales promo- 
tion department in New York. 


Elman Named Brooke, 
Smith Radio Director 


Dave Elman, formerly head of the 
radio department of Marschalk & 
Pratt, Inc., has joinéd Brooke, Smith 
& French, Inc., as radio director. He 
will be associated with the New York 
office of the agency, which has head- 
quarters in Detroit. 

Mr. Elman, who has been promi- 
nent in radio since its inception, 
joined Marschalk & Pratt last De- 
cember to service several new radio 
accounts brought to the agency at 
that time. He resigned in September 
and recently filed suit for $44,000 
alleging incomplete payment of salary 
and commissions. 


Pontiac Enlists Staff 

in Highway Safety Drive 

“Pontiac Safety Men,” an organiza- 
tion with membership embracing the 
entire field wholesale organization of 
Pontiac Motor Company, was organ- 
ized at a recent sales convention held 
at the Pontiac factory. H. J. Klinger, 
president and general manager of 
Pontiac, was named honorary presi- 
dent. From this nucleus it is hoped 
to bring every Pontiac dealer and 
salesman in the country into the 
work of reducing highway mishaps. 

To keep the theme of safety con- 
stantly before the membership, in- 
strument panel safety shields, silver 
for one year of no-accident driving 
and gold for two years, are available 
to members. <A _ plaque will be 
awarded to the one of the company’s 
25 zones showing the best record for 
the previous month. 


Botsford-Constantine 
Named for Foods 


The San Francisco office of Bots- 
ford-Constantine & Gardner has been 
appointed for advertising of Sussman, 
Wormser & Co., San Francisco, pack- 
ers of S & W coffee and canned foods. 
The company plans an extensive cam- 
paign to promote its line and extend 
distribution. 

J. Vincent Leahy, whose agency 
formerly handled the account, has 
joined Botsford-Constantine & Gard- 
ner. 


Cadillac Promotes Ahrens 

Don E. Ahrens, for the past five 
years assistant sales manager, has 
been appointed general sales man- 
ager of Cadillac Motor Car Company, 
Detroit. 


Poster Revival Viewed 


On behalf of its hotel and travel 
publications, the Ahrens Publishing 
Company, New York, staged an ex- 
hibit of the revived American poster 
work on travel subjects this week at 
the hotel show in Grand Central Pal. 
ace, New York. The collection was 
prepared by Leslie Ragan, who has 
done more than 40 subjects for the 
New York Central railroad. 


Club Uses Fiat Money 


Fiat money was used exclusively 
at the Torch party staged Nov. 15 
by the Milwaukee Advertising Club. 
Dancing, a floor show, poultry show 
and acts from Milwaukee theaters 
were featured. The party was ar- 
ranged by the committee in charge 
of “The Torch,” monthly publication 
of the club. 


Bard-Parker Appoints 


Bard-Parker Company, Inc., Dan- 
bury, Conn., maker of surgical instru- 
ments, has appointed Branstater- 
Hammond, New York. Business 
papers and direct mail will be em- 
ployed. 


‘ 


“C000 BRUSH 
Clean 


An out-of-the-ordinary ad- 
vertising specialty that 
makes an instant hit. The 
Parisianoid Personal Clothes 
Brush is appreciated by the 
man “higher-up”—the exe- 
cutive who buys your prod- 
uct or your service. This is 
no ordinary brush. We can 
reproduce natural colored 
photographs, a signature, 
an elaborate illustration in 
permanent Parisianoid. As 
a Christmas gift, a door- 
opener to busy executives, 
a prize or for a number of 
practical merchandising pur- 
poses, you have a positive 
winner in the 


PARISIANOID 


@ PERSONAL e 


CLOTHES BRUSH 


Designed by specialists in the 
field of REMINDER ADVER- 
TISING. Years of experience 
are back of this latest successful 
item. Back our experience with 
your own judgment. See the 
sales possibilities for yourself. 
Ask about our complete line of 
compelling premiums and adver- 
tising novelties. 


FREE TO EXECUTIVES 


Write on your company letterhead, using 
your title, for a Free Parisianoid Per- 
sonal Clothes Brush. 


PARISIAN NOVELTY CO. 


3510-3524 So Western Ave. Chicago. Ill 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
AYOUT AND LETTERING 
4EN'S FASHIONS AND 
*HOTO - RETOUCHING 


Dept. L. V.. 116 S. Mich. Blvd., Chicago 


Wee al 
that SELLe 


of sturdy bond pa; 
—covering 11 major 
headings about r: 
newspapers, farm, 

trade or general mage 
zines (regional or nati: —now help publishers and 
broadcasters to sell more space or time. Furnish infor- 
mation this modern way. Agencies also use AMA 
forms as “questionnaires.” ¢ ¢ Seud for samples today, 
on your letterhead. No obligation te buy. 


ADVERTISING MEDIUM ANALYSIS 
$00 Sansome Street San Francisco 


"FOUR PAGES” 


Reg. U. S. Pat. Off. 
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Brewery Adman 
Directs Attack 
At Bachelors 


Brooklyn, N. Y., Nov. 21.—Walter 
S. Lockwood, advertising manager 
of Kings Brewery, Inc., is mobilizing 
the 20 millions of husbandless fe- 
males in these United States for a 
drive on the Thatched Celibate, sex, 
M., habitat, N. A., cry, loud and 
piercing when cornered. And he is 
going so far as to offer a bounty for 
specimens, mounted or unmounted. 

Mr. Lockwood’s venture is a pulp 
monthly, Husbands, and the bounty 
referred to is in the nature of a $25 
monthly prize for a description of 
bait, rod and tackle used, to be titled, 
“How I Got My Husband.” 

According to Vol. 1, No. 1, dated 
January, 1936, and now on the 
stands, Mr. Lockwood and his staff 
recommend rather frightening tac- 
tics. One startling illustration graph- 
ically portrays the plight of one poor 
pajama’d misogynist, awakened but 
still in bed, looking into the muzzle 
of a revolver held by the determined 
hand of a modish pretty in evening 
clothes, who meanwhile says, ac- 
cording to the caption, “I came down 
from the roof by way of the fire es- 
cape. And I’m here to take you out 
and marry you!” The poor fellow 
who thought himself quite safe in 
his bachelor apartment, looks plenty 
worried. 

Mr. Lockwood, who says he enjoys 
his job as advertising manager of a 
brewery because he “can get all the 
beer I want free of charge,” has been 
married for 21 years, so his new ef- 
fort to turn more men into husbands 
indicates complete satisfaction with 
his present state. 


“Druggist” Suspended 

Louisiana Druggist, New Orleans, 
official organ of the Louisiana Phar- 
maceutical Association, has _ sus- 
pended publication. 
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typical readers* of 


SPORTS 


‘ILLUSTRATED 
(formerly Golf Illustrated) 


display their buying-power. 
See the fine CLOTHES, the 
shiny AUTOS, the MONEY 


they spend to prove that— 

*OTHER PEOPLES’ 
LUXURIES ARE 
THEIR NECESSITIES. 


RATE CARD AND CIRCULATION 
STATEMENT NOW AVAILABLE 


January Issue 
out December 20th 


SPORTS 


ILLUSTRATED 


432—4TH AVE., NEW YORK, N. Y. 


CAR PRODUCERS 
ARE CONFIDENT 
AND PROVE IT 


Auto Linage Up | 22 Per Gent 
Over January 


Chicago, Nov. 21.—Aided by favor- 
able weather, a new amphitheater in 
which to display its wares, and some 
22 per cent more newspaper linage 
than it utilized last January, the au- 
tomotive industry played to record- 
breaking crowds in Chicago this 
week. 

Attendance at the new Interna- 
tional Amphitheater for the first five 
days of the show grossed 237,000, 
with three days left in which to 
smother the January total of 200,000. 
Automotive magnates who talked to 
their representatives at the show 
from their hotel suites expressed 
high confidence that the 1936 output 
would compare well with that of 
1929. 

Skepties who recalled that they 
had heard something like this before 
in the long up-hill struggle of the 
past few years were startled by re- 
ports from the steel front. A decided 
bulge in production has taken place, 
confirming the statement of automo- 
bile tycoons that they have placed 
heavy orders in anticipation of con- 
tinuous heavy operations. 


Linage Figures Given 


While automobile linage ran 
throughout the week, the bulk of it, 
of course, appeared in the special 
show editions issued by newspapers. 
The vital statistics for these automo- 
bile numbers are as follows: 


Jan. Nov. 
Ce, ao rere 26,625 33,594 
Herald and Examiner. .27,199 28,002 
ee rere 24,271 30,671 
MONOPIOOR: oicccceesess 23,188 27,066 
EE 4 batadin btda nase 6,898 8,138 


Journal of Commerce. .16,716 25,961 


124,897 153,432 


The grand total for the first five 
days of the show was 227,689, com- 
pared with 168,932 for the correspond- 
ing exhibition last January. The 
Tribune ran 57,614 lines against 41,- 
858 ten months ago; Herald and Ex- 
aminer, 46,918 compared with 33,714; 
News, 45,482, instead of 34,281; 
American, 40,175, against 32,855; 
Times, 8,594 compared with 7,501; 
and Journal of Commerce, 28,906, 
contrasted with 18,723. 

Automotive dealers were freely 
banqueted between battle conferences 
at which salient talking points were 
laid down. The field men returned 
to their posts enthused over their re- 
spective cars and ready to prove that 
the industry made no mistake when 
it decided to sell lots of cars in the 
winter. 


New Display Easel 
Is Given Debut 


Master Lock Company, Milwaukee, 
Wis., is maker of a new metal easel 
called Master Lock-Fast, which, it is 
said, cannot collapse under the 
weight of large displays, even with 
the extra weight of the advertised 
product included as a part of the 
display unit. 

The new device, which was orig- 
inally designed to meet this com- 
pany’s specific display needs, is now 
available to advertisers in general. 


Group Appoints Randall 


Calcium Chloride Association, De- 
troit, has appointed The Fred M. 
Randall Company, Detroit, for its 
advertising. Members of the asso- 
ciation are Columbia Alkali Corpor- 
ation, Barberton, 0.; Dow Chemical 
Company, Midland, Mich. ; Michigan 
Alkali Company, New York; Solvay 
Sales Corporation, New York. 


Rose Addresses A.A.M. 


Al Rose, advertising director of 
WMCA, New York, spoke on “The 
Local Advertiser in Radio” at the 
Nov. 21 meeting of the Association 
of Advertising Men, Hotel Pennsyl- 


Information 
forAdvertisers 


The following documents may be 
secured without eharge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 851. Blue Ribbon List of Kansas 
Newspapers for 1935. 


In addition to the newspaper list, 
which is broken down by city, 
county, circulation and rate, the 
Kansas Press Association has put 
into this interesting booklet a his- 
tery of Kansas journalism, a descrip- 
tion of the typical Kansas newspaper 
reader, .statistics on business im- 
provement, and an explanation of 
the Association’s aid to agencies and 
advertisers in the Kansas market. 


No. 852. A Directory of Automobile 
Dealers in Kentucky and Southern 
Indiana, 

This booklet, issued by the Cour- 
ier-Journal and Louisville Times, 
contains a listing of passenger car 
dealers by counties and cities, and 


shows, also, the number of families 
and passenger car resignations in 
1934, and the daily and Sunday cir- 
culation of the two papers. 


No. 844. An Analysis of the Adver- 
tising Distributors Association. 
This folder presents, in interesting 

form, what the Advertising Distribu- 
tors Association is, its aims and pur- 
poses, the qualifications for and ad- 
vantages of membership in it, and 
the ways in which it serves the 
advertiser. 


No, 845. The 1935 Farm Market in 
the Sure-Crop Area. 

Prepared by the market research 
department of The Western Farm 
Life, this booklet is a study of the 
Denver wholesale trade territory, 
known as the “sure-crop area” be- 
cause it embraces more than half 
of all the high-producing irrigated 
land in the United States The book- 
let contains data on cash income, 
acreage, production and value of 
crops, livestock and poultry, and 
shows how thoroughly The Western 
Farm Life covers the 181,969 farm 
homes in the territory. 


No. 849. What Is Your Hundred and 
Eighty Million Dollar Sales Force 
Doing for You? 

In an effort to learn how drug 
stores’ sales drives are run and how 


much merchandise they sell, Drug 
Topics has secured information from 
correspondents and by mail on 1,365 
such events. The drives studied are 
contained in this brochure, broken 
down by product. The results show 
the importance of enthusiastic co- 
operation on the part of the drug- 
gist, and how the pages of Drug 
Topics spur druggists to action. 


No. 850. Motion Picture Advertising 

Presentation, 

This presentation, by General 
Screen Advertising, Inc., covers the 
story of “Minute Movies” as an ad- 
vertising medium, It includes a 
tabulation of the relative influence 
of men and women in family purchas- 
ing, a breakdown of motion picture 
audiences by age groups, cost of pro- 
duction involved in a campaign, and 
a number of pages devoted to evi- 
dence of the sales effectiveness of 
this medium. 


No. 829. Women Who Are Buying 
in Department Stores. 

In this study by Good Housekeep- 
ing, 20,312 interviews with women 
customers in 231 departments of 14 
stores in 14 cities reveal the answers 
to two questions: “What magazines 
do you yourself read regularly?” and 
“Of these magazines is there any one 
in whose advertising pages you have 
particular confidence?” 


builded. 


vania, New York. 


EMPIRE 
BUILDERS 


Builders. 


Successor to the BUREAU FARMER 


EDITORIAL AND ADVERTISING OFFICES 


58 East Washington Street, Chicago, IIl. 
Telephone: Dearborn 1633 


ib EVERY realistic way, the 300,000 American 
farm families, into whose homes THE NA- 
TION’S AGRICULTURE comes each month, as - 
successor to the Bureau Farmer, truly are Empire 


These progressive farm families create the thinking leadership, provide the 
pioneering incentive, resolute the ways and means, upon which empires are 


Not only for themselves, but for all agricultural America, and for all industrial 
America, these 300,000 farm families initiated and developed the economic pro- 
gram which has increased the national farm purchasing power by more than 
three billion dollars in three years. : 


4 

When farmers can buy, labor can work, manufacturers can manufacture 
jobbers, wholesalers and retailers can sell, railroads and trucks can haul, adver- 
tisers can advertise, the wheels of industry can keep on revolving. 


That, exactly, is the economic picture of today and tomorrow. THE NATION’S 
AGRICULTURE, whose bonafide circulation guarantees maximum farm buying 
power, is dedicated to the editorial picturization of the story of constantly in- 
creasing agricultural and industrial prosperity. 


In keeping with the rapid membership growth in the American Farm Bureau 
Federation and in the Associated Women of the American Farm Bureau 
Federation, the circulation of THE NATION’S AGRICULTURE, official magazine 
for these two nation-wide organizations, will automatically and correspondingly 
increase month by month. 


This circulation offers advertisers the best farm medium in the United States. 
This statement is not founded on theoretical supposition. It is predicated on 
the recognized fact that the readers of and subscribers to THE NATION’S AGRI- 
CULTURE are Empire Builders. 
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Mrs. Odgen Reid 
Wins Award of 


Women’s Group 


New York, Nov. 19.—Mrs. Ogden 
Reid, advertising director of the New 
York Herald Tribune, was named 
last night as the 1935 winner of the 
American Woman's Association 
award for eminent achievement. 

Announcement of the award was 
made at the ninth annual Friendship 
Dinner held at the association’s head- 
quarters here, by Virginia C. Gilder- 
sleeve, dean of Barnard College. 

“Her life,” Miss Gildersleeve said, 
“is saying to women everywhere; 
‘Journalism is open to you. Admin- 
istration is open to you. Creative op- 
portunities may be yours. You may 
choose your profession if you have 
the ability and the will to work— 
and you need not choose between a 
home and a career—take both.’” The 
speaker said the award was made to 
Mrs. Reid for professional achieve- 
ment, public service, and for integ- 
rity and power of personality. 

The theme of the dinner was “free- 
dom of speech and press.” Phases of 
this theme were discussed by Mrs. 
Molly Warren Wilcox, owner and 
publisher of the Wichita, Kans., 
Democrat, for newspapers; Fannie 
Hurst, for magazines; and Judith 
Waller of the National Broadcasting 
Company’s educational service, for 
the radio; and by Mrs. Reid, in her 
acceptance address. More than 800 
women attended the meeting. Guests 
of honor were Mrs. Franklin D. 
Roosevelt and Carrie Chapman Catt. 


New Pabco Wax Launched 


The Paraffine Companies, Inc., San 
Francisco, has announced a new 
product, Pabco Self Polish Wax, 
latest addition to a complete line of 
hard surface floor finishes. National 
promotion for the product is planned. 


Frank Finnernan Dies 


Frank Finnernan, 35, account ex- 
ecutive of Erwin Wasey & Co., San 
Francisco, died of pneumonia re- 
cently. 


Ritz Salesmen 
Get Cracker’s 
Birthday Card 


New York, Nov. 21.—With a large 
campaign in full sway, the National 
Biscuit Company today celebrated 
the first birthday of its line of Ritz 
crackers by urging its salesmen to 
help “our baby continue to grow to 
gigantic proportions and be adopted 
by every family in the country.” 

The first Ritz cracker came off the 
production line a year ago today. 
Since then, over 500,000,000 have 
been produced, according to the 
four-color birthday card sent to Na- 
tional Biscuit salesmen. The illus- 
tration on the card shows a lighted 
candle on a Ritz cracker base. 

National Biscuit built up a wide 
distribution on the Ritz cracker in 
the past year, and word-of-mouth 
and hostess advertising did much in 
the first months to spread its fame. 
Recently, the company has used 
fairly large space in newspapers and 
has launched an outdoor advertising 
campaign, the first which the com- 
pany has sponsored in several years. 
McCann-Erickson, Inc., is the agency, 


Coffey Joins Jam Handy 


J. C. Coffey, formerly with the 
sales promotion department of 
Frigidaire Corporation, Dayton, and 
more recently sales promotion man- 
ager at the St. Louis branch of that 
company, has joined Jam Handy Pic- 
ture Service, Detroit, in an editorial 
and contact capacity. 


J. K. Blatchford Dead 


J. K. Blatchford, prominent figure 
in hotel association work, died in 
Chicago, Nov. 17. Born in England, 
he was long identified with the Daily 
National Hotel Reporter, established 
in 1880 and regarded as unique in 
the business publishing field. 


H. N. Smith to Dallas 


Howard N. Smith, for the past 
seven years with Rogers & Smith 
Advertising Agency, Chicago, has 
joined Carpenter-Rogers Company, 


Dallas, Tex., as account executive. 


Write 


chasers—to the buyers 
maker, or seller. 


sive, compelling words. 


Illustration, typography, 
color, lay-out — important 
though they are — cannot 
make advertising pay, with- 
out the two vital essentials. 


My first chore for a client 
always is to determine 
what actually is the feature 
of product, machine, serv- 
ice, which should make it 
useful to users. I repeat, 
not what the seller thinks 
—what the buyer thinks. 
Such analysis frequently 
brings surprises. 


Recently I have been 
consulted by a mailorder 


stamps, 


How to 


First, by analysis, find the real points of attrac- 
tiveness of the product to its prospective pur- 


Elementary, my dear Watson, 
but it is astonishing how often it is overlooked, 
or muffed. Second, of course, is the presentation 
of this REAL attractiveness in dramatic, persua- 


comes from natural aptitude—and much practice. 


The booklet “WHAT’S WRONG WITH ADVERTIS- 
ING?” gives a fair idea of what I do and 
some other material will be sent on receipt of 6 cents 


Charles Austin Bates 


18 East 48th Street 


Copy 


and users, not to the 


The ability to do this 


seedsman, a magazine pub- 
lisher, a maker of heavy 
machinery, a real estater 
with office space to sell, an 
advertising agent with a 
photographic lens client, a 
coffee roaster, the under- 
writer of a mining stock 
issue, the maker of a new 
line of cosmetics—quite a 
wide variety. 


I have analyzed the sell- 
ing problems and made 
copy for fully 5,000 differ- 
ent clients, in every con- 
ceivable line of business, 
from baby clothes to me- 
morial parks. 


bow. It and 


New York 


CHICAGO ADWOMEN BAKE A BIRTHDAY CAKE 


: 
| 
| 
| 


Economics, baked the cake. 


The others are, left to right: 


eee Oe 
s Ss 
a 


This birthday cake, 18 inches high, weighing 18 pounds, and bearing 18 candles, 


was cut at the I8th birthday celebration of the Women's Advertising Club of 
Chicago, Nov. 16. Mrs. Grace Viall Gray (right), of the Gray Institute of Home 


Josephine Snapp, 


vice-president, Advertising Federation of America; Mercedes Hurst, club presi- 
dent; and Mrs. Ralph G. Johnson, one of the club's founders and its first 
president. 


NEW FIREPROOF 
MATTRESS GOES 
ON THE MARKET 


New York, Nov. 21.—A new mat- 
tress made to order for those indi- 
viduals who relish smoking in bed, 
and with several additional features 
of interest, was introduced to Goth- 
amites Sunday when Sleepsafe In- 
dustries, Inc., used a full page in the 
New York Times to tell the story of 
“the world’s first and only fireproof, 
vermin-repellent and sterilized mat- 
tress.” 

The Times copy, which listed deal- 
ers and also made a bid for retail dis- 
tribution, followed a series of 84-line 
teasers in the Sun, in which grimey 
firemen asked such question as, 
“Have you a bed smoker in your 
home?” Copy has also been run in 
marine, hospital and hotel publica- 
tions. 

Sleepsafe Industries is a new or- 
ganization, formed by Joseph Ewing 
and H. A. Barker, both of whom were 
formerly with the Simmons Com- 
pany. Impressed with statistics 
showing the number of people who 
smoked themselves into a sleep which 
frequently resulted in death, these 
men set out to overcome the hazard 
of the cigarette-in-bed habit. 


Add Other Features | 


They succeeded in getting a chem- 
ical company to develop a salt solu. 
tion, which, when applied to a mat- 
tress, made it non-inflammable, 
whence they proceeded to add an- 
other touch to the solution so that it 
acts as a vermin-repellent, 

As a further sales point, all mate- 
rials in the mattress are put through 
a sterilizing bath, after which the 
finished product is delivered to stores 
in sealed packages. 

Ten large department stores were 
listed as dealers in the opening ad- 
vertisement, and several have already 
followed up with copy of their own 
on the new product. 

One unusual promotion stunt which 
indicates the sales possibilities of 
the product was staged in a display 
window by C. Ludwig Baumann, fur- 
piture chain. This store had a young 
lady pour cigarette lighter fluid on 
the mattress and then touch it off, 
with the result that the fluid burned, 
but damage to the mattress was re- 
stricted to discoloration of the cov- 
ering. 

The account is handled by the 
Arthur H. Fulton Company. 


Hogue Joins McKinney 


John D. Hogue, Jr., has joined the 
Chicago staff of J. P. McKinney & 
Son. 


Pieins Offers 
Double Refund 
In Soup Test 


Pittsburgh, Pa., Nov. 21.—Latest 
development in the “battle of the 
soups” is the offer of the H. J. Heinz 
Company to refund the purchase 
price of not only the Heinz brand 
but also that of any competing 
brand, if trial fails to prove the 
“better taste’ of the Heinz product. 

Large space newspaper advertise- 
ments throughout the country are 
carrying the Heinz challenge to its 
rivals. The advertising urges the 
consumer to compare any Heinz 
soup with the same variety of any 
other similarly labeled soup on the 
market. Heinz will make the double 
refund, if its soup loses the decision, 
upon receipt of both labels and a 
written criticism. 

Furthering the highly competitive 
note of the copy, Heinz points out 
that its soups are already prepared, 
not condensed, a theme it has 
stressed in previous campaigns. 

The 20 soups made by Heinz are 
listed in the advertising. 


Mohawk Starts 
‘As You Ride’ 
Purchase Plan 


Akron, O., Nov. 21—A new “As- 
you-ride” tire purchase plan which 
uses tire purchase stamps is being 
announced to the tire dealer trade 
of America through national, busi- 
ness paper and newspaper advertis- 
ing by the Mohawk Rubber Com- 
pany, Akron. 

Under the plan each customer is 
to be given a Mohawk stamp book 
with a dollar’s worth of stamps in 
it. When he has accumulated $9 in 
Mohawk stamps, either through di- 
rect purchase of them or through 
the application of change from other 
purchases to the acquisition of 
stamps, the holder of the stamp 
book is entitled to $10 worth of 
credit at any Mohawk dealer sta- 
tion. 

The plan is designed to attract 
dealers and to help Mohawk dealers 
attract and hold new customers, J. 
L. Earl, vice-president and general 
manager of the Mohawk Company, 
pointed out. 


Two for Rooney 


The Cleveland office of The Alfred 
Rooney Company, Inc., has been ap- 
pointed for advertising of Simplex 
Vending Machine Company, Cincin- 
nati, and Premier Cone Baking Com- 
pany, Cincinnati. Business papers 
and direct mail will be used on both 
accounts, 


Blish Made Budd Head; — 
Kowalski Named Manager 


Sylvester Blish, Western manager 
for the John Budd Company, hag 
been elected president, and will make 
his headquarters in New York. Mr, 
Blish is a former president of the 
Newspaper Representatives’ Associa. 
tion of Chicago. 

J. A. Kowalski has been appointed 
Western manager for the John Budd 
Company in charge of the Chicago 
office. Mary M. Crowley continues ag 
secretary of the company. 


Distillers Name Maxon 


Maxon, Inc., Detroit, has been ap. 
pointed advertising counsel for Jas, 
Barclay & Co., Ltd., distillers, a sub- 
sidiary of Hiram Walker-Gooderham 
& Worts, Ltd. A newspaper cam- 
paign has been started in Ohio, using 
150-line copy twice a week in all key 
cities. Advertising in other sections 
will follow the appointment of dis. 
tributors. 


Siroil Makes Change 
in Distribution Method 

Siroil Laboratories, Detroit, mak- 
ers of a medicine used in treatment 
of psoriasis, have completed distribu- 
tion to drug stores throughout the 
country. 

This marks a change in policy, as 
the company has hitherto done a mail 
order business. 


A 


INVENTION 
COUNTER 
DISPLAYS 


A new-type easel 
that keeps your win- 
dowand counter dis- 
plays up longer. Lets 
you go to new limits 
in showing samples 
of your product... 
“Stands up” for ex- 
tra profits because: 


The Lock-Fast feature is 
adding extra sales life te 
thousands of these com- 
bination padlock displays. 


1. Locks-Fast. Absolutely rigid when 
opened—won’t teeter, wobble or collapse 
to endanger glass show cases. 
2. Folds Flat. Pinch... and it shuts 
—folds compactly, occupying minimum 
space for economical packing. 
3. Metal. Strong, sturdy—outlasts the 
display itself and supports any weight. 
4. Fits any Display. Supplied in 
any size to fit any shape of display. .. paper, 
wood or metal. 
5. Low Cost. 

Write for FREE SAMPLE 


MASTER LOCK COMPANY 
World’s Largest Padlock Manufacturers 


910 W. Juneau Ave., Milwaukee, Wis. 


Master 


LOCK-FAST EASEL 
its any dixplay” 
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POSTER MEN 10 
WAGE TRAFFIC 
SAFETY DRIVE 


(Continued from Page 1, Col. 3) 
communities and states to further 
highway and traffic safety, the action 
yesterday indicated a desire to ex- 
tend the effort and to make a major 
contribution, through advertising, 
to the reduction of accidents due to 
motor traffic. 

Other policies decided at the con- 
vention, which closed today, included 
the official adoption of the new basis 
on which service will be sold. The 
standard of coverage will be mini- 
mum, representative and intensive, 
and these will bear the ratios of 1, 2 
and 3, as compared with the old ra- 
tios of 1, 2 and 4 for quarter show- 
ing, half showing and full showing, 
the terms formerly employed. 

It was indicated that the standard 
coverage recommended hereafter 
would be the intensive, rather than 
the half showing, and also that ad- 
vertisers desiring still greater cover- 
age would be able to purchase an in- 
tensive plus a minimum showing. 

A new resolution adopted also pro- 
vided that 60 days’ notice would be 
required for cancellation or defer- 
ment of posting contracts hereafter, 
and that rates, allotments and other 
statistical information would be is- 
sued only twice a year, on Jan. 1 and 
July 1. This would make it possible 
for the association to issue semi-an- 
nual books containing data which 
would be definite for six-month 
periods. 

No welfare campaign posters will 
be used hereafter, it was also de- 
cided, which carry commercial adver- 
tising of any character. 

It was also decided to prepare, in 
text form, information about outdoor 
advertising for inclusion in college 
courses on advertising and market- 
ing. 

The budget of $125,000 adopted for 


1936 included the addition of $25,000 
for the development of regional or- 
ganization work. 

In the annual reports of officers 
and committees, emphasis was laid 
on the extent of legislative activity 
throughout the country, as a result 
of which the legislative committee 
of the association is kept busy. Dur- 
ing the year over 11,000 bills dealing 
with taxation were introduced in 
state legislatures, and over 300 af- 
fecting outdoor advertising. Only 
one was enacted, Maine passing a bill 
providing for taxation of outdoor 
signs. 

C. L. Fitzgerald, of the Fitzgerald 
Advertising Agency, New Orleans, 
who spoke at the afternoon session 
yesterday, said that increased de- 
mand for outdoor advertising service 
is indicated by the fact that in one 
recent month the agency had $21,000 
of overflow business which it was un- 
able to place for one client. 


Many at Session 


Among those present at the na- 
tional advertising session yesterday 
afternoon, in addition to the speak- 
ers, were Horace Pickett, Standard 
Oil Company of Louisiana; J. J. 
Hartigan, Campbell-Ewald Company; 
Matthew Hufnagel, Batten, Barton, 
Durstine & Osborn; William Bolton, 
Jr., and R. C. Grahl, McCann-Erick- 
son, Inc.; J. S. Anderegg, Calkins & 
Holden; Theodore P. Jardine, J. 
Walter Thompson Company, Inc.; J. 
L. Snodgrass, Morris, Windmuller & 
Enzinger; Morelle K. Ratcliffe, Rat- 
cliffe Advertising Agency; Robert E. 
Clayton and V. F. Richter, Young & 
Rubicam; J. E. Sullivan, D’Arcy Ad- 
vertising Agency; and John Lechner, 
Lord & Thomas. 


Explain Service Guarantee 


The closing session this afternoon 
was devoted largely to an explana- 
tion of the service guarantee adopt- 
ed by the Illinois State Association 
and four other states. Under it the 
association assumes _ responsibility 
for investigating and adjusting any 
complaints of advertisers of incom- 
plete or unsatisfactory performance 
of service. The plan was recom- 
mended for national adoption. 


Frank T. Hopkins, president of 


*ROCK ISLAND 


— 


MOLINE, ILL. 


World’s Farm Implement Capital 


Plow illustration courtesy JOHN DEERE 


Cultivate 
THIS 


MARKET: 


F ARMERS are buying. And farm implement factories in 
Rock Island—Moline are humming 24 hours a day. Payrolls 
here are nosing up to the peak of 1929. 1936 promises new 


payroll records. 


85,000 people here have money to spend! Advertisers cover 
9 out of every 10 of their homes by using The Rock Island 
Argus and The Moline Dispatch. No duplication! 


Illinois’ 4th Largest Market 


Like Siamese Twins, Moline and 
Rock Island. Illinois, lie side by side. 
Commercially and_ socially, 


dividing 
lines are non-existent. A rich trade 
area of 150,000 ulation spreads out 
fan-like for 40 miles northeast of Mo- 


line and southwest of Rock Island. In 
— and in circulation, The Rock 
sland (Ill) Argus and The Moline 
Ill.) Dispatch each covers its own 
eld. Combined daily net paid circu- 
lation of these two papers totals 30,1383. 


The 
Rocx Istanp arcus 
The 
Mot tne DISPATCH 


National Rep. THE ALLEN-KLAPP-FRAZIER CO., Chicago, Detroit, New York 
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the National Outdoor Advertising 
Bureau, said the application of the 
guarantee would not result in the 
collection of credits so much as 
remedying conditions which might 
justify them. The service guarantee 
solves the problem of field checks, 
he said, coupled with the field serv- 
ice maintained by the bureau. 

John Benson, president of the 
American Association of Advertising 
Agencies, praised the outdoor indus- 
try for the development of the Traf- 
fic Audit Bureau, which he said will 
take its place with the Audit Bureau 
of Circulations in the service of 
advertisers. It provides a scientific 
basis for the establishment of rates. 


Greeley Describes Flow Maps 


W. F. Greeley, O. A. A. engineer, 
made a detailed explanation of the 
methods used in making traffic flow 
maps and applying them to the es- 
tablishment of zones for tab pur- 
poses. Dr. Miller McClintock, head 
of the bureau, said that the method 
assures equal treatment of all ad- 
vertisers through balanced coverage. 

George W. Kleiser, of Foster & 
Kleiser, who retired as president 
after five years’ service, was pre- 
sented with a testimonial by Ker- 
win H. Fulton, Outdoor Advertising, 
Inc. He was succeeded as president 
and chairman of the Board by W. 
Rex Bell, Three B_ Corporation, 
Terre Haute, Ind. 

Other officers selected were Rube 
Robinson, Ohio Valley Advertising 
Corporation, Wheeling, W. Va., vice- 
president in charge of business de- 
velopment division; Miles Standish, 
Standish-Barnes Company, Provi- 
dence, R. IL., vice-president, industry 
relations division; J. B. Stewart, 
Dixon & Stewart, Clinton, Ia., vice- 
president, legal and legislative divi- 
sion; 

H. F. O’Mealia, O’Mealia Outdoor 
Advertising Company, Jersey City, 
N. J., vice-president, poster plant 
development division; John T. 
Baird, Little Rock, Ark., vice-presi- 
dent, paint plant development divi- 
sion; William A. Sauvage, Sauvage 
Advertising Company, Alton, IIL, 
treasurer; D. V. Daigneau, secre- 
tary; E. A. Frost, general counsel, 
and H. E. Fisk, general manager. 


Kurt Simon Heads 


“Sports Illustrated” 

Dr. Kurt Simon, publisher, has an- 
nounced the organization of Sports 
Illustrated, Inc., to publish a month- 
ly magazine, Sports Illustrated. The 
new company has bought the title 
and subscription list of Golf Illus- 
trated, and with its new publication, 
will carry on that magazine’s tradi- 
tion in a broader field. 

Associated with Dr. Simon in the 
new company are S. Holt McAloney, 
circulation manager of Story; Roland 
Kirkbride, business manager of 
Story; Stuart Scheftel, publisher of 
Young America; W. H. Kirkbride; 
and John Escher, for the past two 
years on the business and publicity 
staffs of Time enterprises. Alvin E. 
Hewitt, formerly with New York 
World Telegram, Brooklyn Eagle, 
Country Life and Golf Illustrated, 
will be advertising manager. 


“American Home” Drops 
Six-Months Clause 


Effective immediately, The Ameri- 
can Home, New York, has eliminated 
the six months clause from its rate 
schedule, to the extent of permitting 
advertisers to order space through 
the December, 1936, issue at the rate 
which becomes effective with the 
June, 1936, issue. 

Advertising for 1936, through May, 
will cost $2,585 per black and white 
page, and $3,650 per color page, based 
on 650,000 guarantee; and from June 
through December, 1936, $3,050 per 
black and white page, and $4,220 per 
color page, based on 850,000 guar- 
antee. 


Penzel Succeeds 
Lapointe In Display Co. 


H. Roy Penzel, formerly vice- 
president and sales manager of In- 
dustrial Displays, Inc., New York, 
has succeeded Richard P. Lapointe 
as president. 

Mr. Lapointe’s resignation has al- 
ready taken effect, but he will re- 
main with the firm until Dec. 1. His 
future plans are not announced. 


Retains Daily, Inc. 
The Gabriel Company, Cleveland, 
O., maker of shock absorbers, has 


appointed Walter Daily, Inc., Cleve- 
land, for its advertising. 


$250,000 Drive 


Produces Record 
Picture Opening 


(Continued from Page 1, Col. 4) 
weekly magazines, and following 
this, to the pre-opening campaign 
in newspapers. 

In newspapers, copy appeared dur- 
ing the four days preceding the 
opening to a total of 2,000 lines. The 
largest insertion was 865 lines. 

When the problem of how to ad- 
vertise the $2,000,000 production 
arose, Mr. Dietz and the agency 
were immediately confronted with 
the question of selling it to women. 
“Mutiny on the Bounty” is essential- 
ly an adventure story, one that is 
fraught with action. 

As such it was a sure hit in New 
York, where the male movie popu- 
lace is of sufficient size to make the 
attraction a success. But elsewhere, 
theaters must depend largely on 
women’s patronage. It is definitely 
established that the afternoon re- 
sponse in motion picture houses 
across the country either makes or 
breaks a picture, and that response 
depends upon women’s interest. 

For them, the action centering on 
the South Sea island, the part of 
the picture which accentuated ro- 
mantic appeals, was given strong 
promotion. In all, three appeals 
were employed. First there was the 
straight advertising of the title and 
actors, then the love appeal, and 
finally facts, including the size of 
the production, the length of time 
it took to complete, costs, accuracy, 
etc. 

Those charged with advertising 
the picture collaborated with M-G-M 
distribution executives in working 
out an unusual outdoor schedule. 
Over 8,000 24-sheet postings are be- 
ing used in 1,500 cities. Release of 
these postings was scheduled so 
that they appear two, three and 
tour weeks before the picture opens 
at the local theater, and remain un- 
‘il after the local run. 

M-G-M used the largest list of 
nagazines it has ever devoted to a 


single production. There were 44 


in all, an aggregate circulation of 
37,765,092 being provided, by the 
following: 

American Boy, American Home, 
American Magazine, Boys’ Life, Col- 
lier’s, Cosmopolitan, Delineator, Film 
Fun, Good Housekeeping, Home, Hol- 
lywood, Ladies’ Home Journal, Lib- 
erty, Literary Digest, MacLean’s 
Magazine, McCall's, Modern Ro- 
mances, Modern Screen, Motion Pic- 
ture, Movie Classic, Movie Mirror, 
Mystery, National Home Monthly, 
New Movie, Open Road for Boys; 

Parents’ Magazine, Photoplay, Pic- 
torial Review, Picture Play, Radio 
Stars, Redbook, Saturday Evening 
Post, Screen Book, Screenland, Screen 
Play, Screen Romances, Serenade, 
Silver Screen, Time, Tower Radio, 
True Story, Woman’s Home Com- 
panion, Woman’s World and Young 
America, 

Following the lead which was so 
successful in the advertising of a 
previous attraction, “David Copper- 
field,” the copywriters leaned to un- 
derstatement rather than to the 
contrary. 


Safeway Stores Run 
Test on New Bread 


Safeway Stores, Inc., San Fran- 
cisco, has released a test campaign in 
the Portland, Ore., area, featuring 
Julia Lee Wright bread, a new brand. 
Depending upon the success of the 
test, the chain, which operates in 21 
states and maintains bakeries in 
strategically located cities, plans to 
extend the advertising activity to 
cover its entire marketing area. 

The San Francisco office of J. 
Walter Thompson Company, Inc., is 
in charge of Safeway advertising. 


“Forbes” in Cleveland 


Forbes, New York, has opened a 
new office in the Hannah Bldg., 
Cleveland, O., with John Roney as 
manager. 


Heads Palmer & Co. 


Freeman Keyes has been elected 
president of Philip O. Palmer & Co., 
Chicago advertising agency, succeed- 
ing the late P. O. Palmer. 


Mohun Leaves Reo 
W. W. Mohun has resigned as do- 
mestic sales manager of Reo Motor 
Car Company, Lansing, Mich. 


INDUSTRIAL EQUIPMENT NEWS 


ANNOUNCING 
AN ADJUSTMENT 


IN ADVERTISING 
RATES . . EFFECTIVE 
AFTER JAN. 1, 1935 


The original 30,000 circula- 


Industry’s National 


be addressed to him individually, calls 
in advertising rates. 


While usual publishing practice seems 
in proportion to increases in circulation, 


actually only 14% or $10). 
per issue. 


$2.30 per thousand, on the new it is 


agency or publisher) contract forms. 


to January |, 1936. After that date 
new rate. 


Equipment-News-Paper Equipment News has been 
—- P exceeded and. delivered as 

a bonus to advertisers for many months - - - has now (November 1935) 
reached 40,000 - - - and is expected to continue upwards to at least 50,000. 


This situation plus accepted application for membership in C. C. A. (first 
audit available shortly) plus the conversion of the entire circulation list to 
one in which each plant operating reader on it has now requested that IEN 


Equipment News setup again permits a departure from usual practice - + - 
so that in this instance, where a rate increase of 33 1/3% or $22 (equal to 
a 33 1/3% circulation increase) might normally be indicated JIEN's increase is 
Standard space unit will cost $79 to $85 


Under this adjusted rate setup, Industrial Equipment News again increases 
leadership in its field by further reducing the “per thousand" cost of adver- 
tising to operating men in all industries. 


nearest comparable rate per thousand is $2.75). 


Owing to the 48 page limitation in over-all size set for IEN and to the result- 
ing obvious protective advantages, which this unique policy assures to adver- 
tisers for whom available space is reserved, no future space can be reserved 
except on the basis and to the extent of that written into the usual (advertiser, 


Space will be reserved in the order in which contracts are received and in 
order to secure advertising space in 1936 at old rates, all such protecting 
contracts must be in fhe hands of our representatives or in our office prior 


For Further Details Write or Wire 
INDUSTRIAL EQUIPMENT NEWS, 461 8th Avenue, New York 


tion rate base of Industrial 


obviously for an equalizing adjustment 
. 


to be to increase advertising rates 
the unique economies of the Industrial 


On our original rate scale it was 
reduced to $1.95 per thousand (the 


all contracts must be written at the 
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November 25, 1935 


| We have always taken pride in our ability co create an atmosphere of naturalness—sparkle and verve—a free-_ 

and-easy spirit—in our work. And now that so many people, professional and amateur alike, are striving for 

the same natural unposed effects (“candid camera”) we call attention to our most recent campaign in this genre: 

_aseries made on an eighteen day cruise for Wendell P. Colton for the Columbian Line. This is one of them. 

" Lejaren Hille, . | —_‘John Paul Pennebaker Davi a 
‘Verner D. Sapp 


CANDID 


Charles William Thill 
John Funk _ 


UNDERWOOD & UNDERWOOD 


NEW YORK 237 EAST ONTARIO STREET, CHICAGO 230 EAST ALEXANDRINE STREET, DETROIT 
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FULL PAGES PUT BEHIND MOVIE PRODUCTION 
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This advertisement for Laird, Schober & 
Co., placed in Harper's Bazaar and 
Vogue by the McLain Organization, 
Philadelphia, is reported to have aroused 
unusual interest among readers. 


O. A. A. PRESIDENT 


) ip the blood-drenched decks of every law of the seven seas to found from original plans loaned by the 
a man o' war to the ecstasy of a an island paradise on a south sea British Admiralty. On Catalina Island, 
san-baked paradise isle...From the Eden is faithfully and authentically picturesque Portsmouth Harbor was re- 
tyrannical grasp of a brutal captain w brought to the screen by Metro- created exactly as it was in 1787 when 
the arms of native beauties who Goldwyn-Mayer. The good ships the “Bounty” embarked on her historic 
brought them love and forgetfulness... ‘‘Bounty” and “Pandora” were re-built voyage. Producer Irving Thalberg sent 
came sixteen men from the “Bounty”, Director Frank Lioyd and an. M-G-M 
the ship whose voyage of terror wrote a production unit 14,000 miles to tropic 
red page if maritime history. Its damn- waters to film scenes In the. original 
ing record lay forgotten in the dust- locale. Six villages were erected; 5,000 
covered archives of the British Museum | » tatives, che coral population of 40 vil- 
votil Charles Nordhoff and James lages, appeared in the Tahitian scenes. 
Norman Hall penned the novel thar Nearly two years in. the making... 
thrilled more than 25,000,000 readers. produced at a cost of more than 
Now the, story of the “Bounty's” reck- two million dollars, the saga of the 
less, devil-may-care crew, who broke “Mutiny on the Bounty” lives again! 


sy lle MUTINY ON me BOUNTY... 


A PRANK Line DECTION A METRO GOLOWYN MayrR PICTURE 


Charles LAUGHTON: ‘Clark GABLE - rancho TONE 


with HERBERT MUNDIN « EDDIE QUILLAN + DUDLEY DIGGES + DONALD CRISP + ALBERT LEWIN, stowine Prntenr 


.W. Rex Bell, head of the Three B. or- 
ganization, Terre Haute, Ind., who was 
elected president of the Outdoor Adver- 
tising Association of America at its meet- 
ing in New Orleans last week. Mr. Bell 

One of the pieces of magazine copy in which the "romantic appeal of “Mutiny succeeds George Kleiser, of Foster & 

on the Bounty” is played up. (Story on Page |.) Kleiser. (Story on Page 1.) 


CHRISTMAS PACKAGES WILL LURE BUYERS OF BEVERAGES 


oS 


= 


A wide variety of special holiday containers and packages are now making their appearance in liquor stores. A few 
a them are shown in this collection, which includes Calvert, Rraewrgg Walker, Taylor wine, Kessler, Hunter rye and Seagram 
packages. 


PHOTOGRAPHER'S MODEL MAKES GOOD 


Five-year-old Joan Holland of Chicago wasn't dreaming about Hollywood when 
this photograph, made by Underwood Illustration Studios for Klau-Van Pietersom- 
Dunlap Associates, Milwaukee, was produced a le of ths ago, but now 
she is busy rehearsing the role of Patricia Ziegfeld in "The Great Ziegfeld.” 
This photo was used in outdoor advertising of crackers by Robert A. Johnston Co. 


LATEST TYPE MOTION DISPLAY FOR GEM 


American Safety Razor Corporation used a motion display, showing @ man 

shaving while rocking his youngster, and activated by a clock spring, for a num- 

ber of years. Then it developed its "pleased to meet you” display which was 

light-plug operated. Now its new motion display, shown here, is operated by 

the new U. S. Printing &* Lithograph Company's controlled contact pendulum 
motor, working from a pair of dry cell batteries. 


NOW STRUDEL LOVERS CAN GET LEAVES 


Gair Cartons, Inc., New York, developed this window paces for the intro- 
duction of Ever-Ready strudel leaves, made paper thin in accordance with 
Hungarian household art edicts, by Continental Food Specialties, Inc., New York. 
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ADVERTISING AGE 


“Trees die from the top” 


—and so do advertising agencies 


HEN executives grow old, there is danger that the 
business may grow old with them. Every busi- 
ness faces this problem. 

For the Life Span of a business tends to follow the 
Life Span of its management. 

Even when executives remain physically and men- 
tally fit, there comes an inevitable “hardening” of 
their outlook. 

They lose the priceless ability to create new ideas 
conforming to changed conditions. Unless great fore- 
thought is exercised, business and management de- 
cline together. 

For businesses, like trees, often die at the top—and 
none more quickly than personal services such as ad- 
vertising agencies. 

The Business is an “Organism” 
The answer, of course, is “new blood.” To avoid 
hardening of the corporate arteries, younger men must 
be taken in. 

They must filter through the organization, adding 
energy, bringing the new insight of youth. Only by 
investing in youth can a business keep from “acting 
its age.” 

We of Lord & Thomas have had long experience 
in this art of keeping young. 

We have learned to “fuse” the new with the old— 
to mold the business into a living organism that con- 
stantly renews itself, yet always maintains the funda- 
mental qualities that built its success. 


To do this, the experience of management must be 
balanced with the eager brilliance of youth. 


Youth Reaches Upward 
In our offices, all barriers are removed from the path 


of talented youth. The able ones climb high and fast. 

Lord & Thomas are unique in being a seasoned and 
immensely successful business, conducted almost en- 
tirely by men who can still touch the floor without 
bending their knees. 

The average age of our top executives is 37 years, 
the oldest being 55, the youngest, 30. The length of 
service ranges from 1 year to 38 years. 

They came from many fields of activity. Several 
have risen to high position from groups selected yearly 
from leading universities. : 

Two outstanding writers came after winning early 
distinction as writers of advertising elsewhere. 

One account executive made his mark as a bril- 
liant sales manager in the grocery field—another in 
the drug field. 

Still another won recognition in the publishing 
field for his ability to develop powerful merchandis- 
ing tie-ups with national advertising. 


From Roots to Topmost Branch 


Not only in the executive groups, but at every level 
of our organization, these fresh talents and viewpoints 
are constantly being merged with the generalship and 
experience of older men. 

In this way Lord & Thomas maintain our funda- 
mental character—our devotion to basic principles 
of Salesmanship-in-Print. And remain ever a young 
organism—alert, courageous and aggressive. 

In our 63 years of existence, we have invested 
$500,000,000 for clients in advertising. And more 
than one-third of that amount—$180,000,000—has 
been placed in the past five years of depression. 

We are old and experienced in the art of keeping 
young. 


LORD & THOMAS : advertising 


There are Lord & Thomas offices in New York; Chicago; Los Angeles; San Francisco; Toronto; Paris; London 


Each office is a complete advertising agency, self-contained; collaborating with other Lord & Thomas offices to the client’s interest 


November 25, 1935 
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